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the  Long  Island  Link 

If  you  live,  work,  piay,  travei  or 
do  business  from  Manhattan  to 
Montauk,  newsday.com  is  your 
world  class  information  source  jt 

on  the  World  Wide  Web.  it’s  the 
region’s  most  comprehensive  Xr 
internet  site,  created  and  U  ■_ 

updated  daily  by  one  of  n  * 

America’s  best  newspapers...  //  ,  i 


...it’s  not  only  the  daily  text  of 
Newsday,  winner  of  15  Puiitzer 
Prizes,  but  also  searchable 
classifieds,  movie  listings, 
frequentiy  updated  news  and 
weather,  exciusive  pro  sports 
homepages  and  more. 


Point  Yolu:  Biowser  to: 

-  'f  . 


They  know  a  lot  — 
but  in  a  year, 
they’ll  know  a  lot  more! 

Presenting  the  1996-1997  Paul  Miller  Fellows 

During  their  one-year  fellowship  program,  these  Washington  correspondents 
will  learn  more  about  how  our  nation’s  capital  works  — 
from  the  think  tanks  to  the  bureaucracy  to  the  Hill. 

Each  new  experience  will  help  them  give  their  news  organizations  better 
Washington-based  coverage  of  the  stories  that  matter  back  home. 


1996-1997  Paul  Miller  Fellows 


Back  Row  (I  to  r):  PATRICK  HOWE,  Small  Newspaper  Group;  CHRISTI  HARLAN,  Austin  (Texas)  American- 
Statesman;  CHRISTINE  DORSEY,  Donrey  Media  Group;  ELSA  ARNETT,  Knight-Ridder;  CATHERINE  O’BRIEN,  The 
Associated  Press;  ROBERT  VITALE,  Thomson  Newspapers;  DALE  EISMAN,  The  (Norfolk)  Virginian-Pilot;  ADAM 
PIORE,  The  Record  of  Hackensack  (N.J.);  CHARLES  POPE,  Knight-Ridder;  JONATHAN  RISKIND,  The  Columbus 
(Ohio)  Dispatch 

Front  Row  (I  to  r):  ANNE  MARIE  SQUEO,  Bloomberg  Business  News;  DINA  ELBOGHDADY,  The  Orange  County 
(Calif.)  Register;  CARL  WEISER,  Gannett  News  Service;  POLLY  ELLIOTT,  Ottaway  News  Service;  PAUL  KANE  , 
States  News  Service;  PHIL  WILLON,  The  Tampa  (Fla.)  Tribune;  BOB  KEMPER,  (Newport  News,  Va.)  Daily  Press; 
MAUREEN  GROPPE,  Thomson  Newspapers;  MEGAN  McCONAGHA,  Fisher  Broadcasting 

Paul  Miller  Washington  Reporting  Fellowships  are  an  operating  program 
of  The  Freedom  Forum.  For  information  or  an  application  contact: 

Paul  Miller  Washington  Reporting  Feliowships,  The  Freedom  Forum, 

1101  Wiison  Bhrd.,  Arlington,  Va.  22209,  703-528-0800. 
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Afte  r  J u  I y  I  s  t,  ] 
you'll  never  use  second-class 

mai  I  agai  n  . 


On  July  1,  second-class  mail  will  be  renamed  Periodicals^ 
From  then  on,  the  more  efficiently  you  prepare  your  mail, 
the  less  it  could  cost  to  mail.  ; 

To  get  the  maximum  discounts,  just  Max  It— automate  youii 
mail.  The  better  prepared,  the  bigger  the  discounts.  Th^’ 

,  f  best  rates  can  be  had  just  by  barcoding  an 
Carrier  Route  sorting.  Even  smaller  mailer 
For  the  lUM  xaM  In  ^ave  the  chance  to  Max  It  by  taking  advantag 
luisinus  mau  of  co-mailing  opportunities. 

So  bid  adieu  to  second-class  mail.  And  welcome  Max  I 
opportunities . 


UNITED  STATES 
POSTAL  SERVICE^ 


Call  1  800  THE  USPS,  Ext.  2008,  for  your  free  Max  It 
guide  today.  And  get  ready  to  Mcix  It  starting  July  1. 

visit  our  web  site  at  http; //www. visps.gov 


CALENDAR 


JULY 

10-14  International  Society  ofWeekly  Newspaper  Editors 
summer  conference,  Boston  University,  Boston 
12-14  Alabama  Press  Association  125th  Annual  Summer 

Convention,  Perdido  Beach  Resort,  Orange  Beach, Ala. 
18-21  National  Society  of  Newspaper  Columnists 
Convention,  Snowbird  Resort,  Salt  Lake  City 
21-24  Newspaper  Association  of  America  Marketing 
Conference,  Hilton  and  Towers,  Chicago 

AUGUST 

8-11  Mid-Atlantic  Newspaper  Advertising  and  Marketing 
Executives  summer  meeting,  Radisson  Hotel, 
Asheville,  N.C. 

10-13  Association  for  Education  in  Journalism  and  Mass 

Communication  Conference,  Hilton  Hotel,  Anaheim, 
Calif. 

14-17  Asian  American  Journalists  Association,  Radisson,  St. 
Paul,  Minn. 

21-25  National  Association  of  Black  Journalists,  Stouffer 
Hotel,  Nashville,Term. 

SEPTEMBER 

5-7  Maryland-Delaware-D.C.  Press  Association  Annual 

Summer  Convention,  Harbourtowne  Golf  Resort  & 
Conference  Center,  St.  Michaels,  Md. 

5- 8  National  Lesbian  &  Gay  Jounalists  Association,  Hyatt 

Regency,  Miami,  Fla. 

6- 11  Surburban  Newspapers  of  America  Fall  Publishers 

Conference,  Marc  Hopkins  Inter-Continental,  San 
Francisco 

12-14  Washington  Newspaper  Publishers  Association 

Armual  Convention  and  Board  Meeting,  Cavanaugh’s 
at  Yakima  Center,  Washington 
12-14  Armual  Mid-America  Newspaper  Conference, 

Holiday  Irm  —  Lake  of  the  Ozarks,  Lake  Ozark,  Mo. 
25-28  International  Newspaper  Marketing  Association 
Europe  Conference,  the  Antwerp  Hilton,  Belgium 

OCTOBER 

5- 9  Inter  American  Press  Association  52nd  General 

Assembly,  Ritz-Carlton  Huntington  Hotel,  Pasadena, 
Calif. 

6- 8  Ohio  Circulation  Managers  Association  FaU 

Conference,  Crowne  Plaza,  Cincinnati,  Ohio 

17- 20  Society  of  Envirorunental  Journalists  Conference, 

Washington  University,  St.  Louis 

18- 19  Armual  Newspaper  Association  Cenference  on 

Technology,  Seattle  Marriot  Hotel,  Seattle, 
Washington.  Hosted  by  Washington  Newspaper 
Publishers  Association 
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ABOUT  AWARDS 


WALLY  WAItDEN  AWARDS  FOR  PUBLIC  SERVICE. 

The  Charleston  (W.Va.)  Gazette  and  the  Dominion  Post,of 
Morgantown, WVa.,  won  first  place  prizes  in  the  fifth  armual 
Wally  Warden  Awards  for  Public  Service. 

The  contest  for  public  service  by  West  Virginia’s  daily 
newspapers  published  in  1995  is  sponsored  by  the  West 
Virginia  Associated  Press  Newspapers  Association. 

The  Gazette,  representing  newspapers  with  more  than 
20,000  daily  circulation,  won  a  first  place  award  for  a  series 
by  reporter  Paul  J.  Nyden  on  coal  companies  that  had  not 
paid  their  fiiir  share  of  fees.The  Dominion  Post,  representing 
newspapers  with  less  than  20,000  circulation,  won  a  first 
place  award  for  a  staff-produced  series  on  the  closing  of  coal 
mines  in  north<entral  West  Virginia. 

MISSOURI  LIFESTYLE  JOURNALISM  AWARDS.  The 

Missouri  School  of  Journalism  awarded  $15,000  in  prize  money 
and  awarded  28  trophies  to  newspapers,  editors  and  writers 
around  the  country  for  outstanding  lifestyle  joumlism. 

The  category,  classification,  and  first  place  wirmers  follow; 
General  Excellence,  Class  One:  Litchfield  County  (Corm.) 
Times',  Class  Two:  Marin  (Calif.)  Independent  Journal,  Class 
Three:  Dallas  Observer, lex3&'.  Class  Four:  Seattle  Times',  Class 
Five:  Portland  Oregonian. 

Regularly  Scheduled  Feature  Supplement:  Washington 
Post,  Health;  Paul  L.  Myhre,  Single  Story:  Mary  McLachlin, 

Palm  Beach  Post,  Fla;  Paul  L.  Myhre,  Series/Special  Section: 
Nancy  Stancill,  Charlotte  (N  C.)  Observer',  Arts  &  Entertainment: 
Christine  Dolen,  Miami  Herald',  Best  Short  Feature:  Carla  K. 
Johnson,  Spokane  Spoilsman-Review,  Consumer  Affairs;  Liz 
Doup  and  Ana  Veciana-Suarez,  Miami  Herald',  Fashion  &  Design: 
Teri  Agins,  Wall  Street  Journal',  Food  &  Nutrition;  Daniel  P 
Puzo,  Los  Angeles  Times',  Health  &  Fitness:  Ridgely  Ochs, 
Newsday,  N.Y.;  Multicultural  Journalism:  staff,  Seattle  Times. 

KNIGHT-RIDDER  EMPLOYEE  EXCELLENCE  AWARDS. 

Knight-Ridder  Inc.  recently  announced  1 1  wirmers  of  its 
tenth  armual  employee  Excellence  Awards. 

Wirmers  and  their  newspapers  follow: 

The  John  S.  Knight  Gold  Medal,  Lewis  E.  Owens,  publisher, 
Lexington  (Ky.)  Herald-Leader,  Newspaper  Customer 
Commitment  Excellence,  Vicki  Gowler,  executive  editor, 
Duluth  (Mirm.)  New.s-Tribune',  Entrepreneurial  Excellence 
award,  Stewart  Spencer,  director  of  subsidiary  publications, 
Charlotte  (N.C.)  Observer,  Diversity  Excellence  award,  Jerry 
Ceppos,  executive  editor,  San  Jose  Mercury  News. 

Community  Service  Excellence  award,  Frances  B.  Murphey, 
colurrmist,  Aferon  (Ohio)  Beacon  /oiirwaf;  Administration, 
Persormel  or  Research  Excellence  award,Tom  Bissett,  net¬ 
work  manager.  Fort  Wayne  Newspapers  Inc.;  Business 
Information  Services  Excellence  award,  Mark  Wayne  Dooley, 
programmer/analyst/SciTech  projects,  Knight-Ridder 
Information  Inc.;  Newspaper  Advertising  Excellence  award, 
John  “Skip”  Knight,  classified  advertising  manager,  Aiferon 
Beacon  Journal',  Newspaper  Circulation  Excellence  award, 
Ginny  Lopiccolo,  educational  services  administrator,  the 
State,  Columbia,  S.C.;  Newspaper  News/Editorial  Excellence 
award,  Edwin  Pope,  sports  editor,  Miami  Herald',  Newspaper 
Production  Excellence  award.  Butch  Fowler,  pressroom  man¬ 
ager,  Macon  (Ga.)  Telegraph. 
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Guerin’s  assassination  brings  the  num¬ 
ber  of  journalists  killed  in  the  line  of 
duty  so  far  this  year  to  24,  according  to 
CPJ. 

Georgia 

students  receive 
j-scholarships 


AP  launches 
regional  service 

HE  ASSOCIATED  PRESS  has 
launched  a  new  service  providing 
news  and  features  with  a  Western 
regional  focus. 

The  Western  report  will  offer  spot 
news  reporting  and  coverage  of  region¬ 
al  issues  to  AP  clients  in  13  Western 
states.The  service  will  be  provided  at 
no  extra  cost  to  newspaper  clients  and 
will  include  general  news,  features,  busi¬ 
ness,  sports  and  travel  reporting.The 
Western  regional  report  will  feature  AP 
staff  contributors  and  will  include  the 
bylines  of  writers  for  AP  member  news¬ 
papers. 

AP’s  Larry  Ryckman,  a  supervising 
editor  on  AP’s  national  and  international 
desks  in  New  York,  has  been  named  an 
assistant  managing  editor,  and  he  will 
direct  the  service.  He  is  based  in 
Denver. 

The  Western  states  included  are: 
Alaska,  Arizona,  California,  Hawaii, 

Idaho,  Montana,  Nevada,  New  Mexico, 
Oregon,  Utah,  Washington  and 
Wyoming. 

Veteran  newsman 
honored 

EBSTER  HAWKINS,  PUBUSHER  of 
the  Osawatomie  Graphic  and 
Louisburg  Herald,  in  eastern  Kansas, 
was  presented  with  the  Clyde  M.  Reed 
Jr.  Master  Editor  Award  at  the  Kansas 
Press  Association’s  annual  convention. 

Hawkins  was  recognized  for  his  con¬ 
tribution  to  Kansas  and  the  national 
newspaper  industiy  Presidential  hopeful 
Bob  Dole,  who  has  known  Hawkins 
since  he  was  editor  of  Dole’s  hometown 
newspaper,  said  Hawkins  “epitomizes 
the  heart  of  community  journalists.” 

lAPA  appeals 

Guatemalan 

president 

The  inter  AMERICAN  Press 
Association  has  requested  that 
Guatemalan  President  Alvaro  Arzu  not 
grant  amnesty  as  part  of  the  peace  pro¬ 
cess  between  the  government  and  guer¬ 
rillas. 


The  request  came  as  part  of  IAEA’s 
campaign  to  spotlight  crimes  against 
journalists  in  the  Western  Hemisphere. 
The  LAPA  is  involved  in  an  effort  to 
investigate  the  murder  of  six  journalists 
in  Colombia,  Guatemala  and  Mexico, 
including  the  murder  of  journalist  Jorge 
Carpio  NicoUe,  publisher  of  El  Grdflco. 

The  investigative  project  is  funded  by 
the  John  S.  and  James  L.  Knight 
Foundation. 

Times  critic 
shuffle 

EW  YORK  TIMES  critic  Vmcent 
Camby  will  give  up  his  role  as 
chief  theater  critic  for  the  newspaper 
and  return  to  his  former  post  as  Sunday 
theater  critic. 

The  71-year-old  Camby  will  be  suc¬ 
ceeded  by  Ben  Brantley,  also  a  theater 
critic  for  the  Times.  Camby,  in  turn,  will 
move  Pulitzer  Prize  winner  Margo 
Jefferson  from  die  Sunday  slot.  Jefferson 
will  write  on  a  broad  range  of  topics  for 
the  newspaper. 

CPJ  protests 
Irish  reporter  slay 

The  committee  to  Protect 

Journalists  urged  the  government  of 
Ireland  to  act  on  last  week’s  murder  of 
prominent  Irish  journalist  Veronica 
Guerin. 

Guerin,  who  won  CPJ’s  International 
Press  Freedom  Award  last  December, 
was  the  crime  reporter  for  the  Sunday 
Independent.  She  was  shot  to  death  last 
week  in  Ireland. 

Over  the  years,  Guerin’s  investigative 
reports  lead  to  numerous  death  threats 
against  her. 

In  January  1995,  she  survived  an 
assassination  attempt  when  a  masked 
intruder  broke  into  her  home  and  shot 
her  in  the  leg. 

“We  would  like  to  express  our  pro¬ 
found  sadness  and  outrage  at  the  death 
of  our  friend  and  colleague,  Veronica 
Guerin,”  said  CPJ  executive  director 
William  A.  Orme,  Jr. 

“We  extend  our  deepest  sympathies 
to  her  family  and  call  on  the  Irish  gov¬ 
ernment  to  take  immediate  action  to 
bring  Veronica’s  murderers  to  justice.” 


The  GEORGIA  PRESS  Educational 
Foundation  Inc.  announced  it  will 
award  nine  print  journalism  scholar¬ 
ships  worth  $9,500  to  Georgia  college 
students  during  the  1996  to  1997  aca¬ 
demic  year. 

Three  of  the  nine  scholarship  recipi¬ 
ents  are  students  at  Berry  College  in 
Rome,  Ga.The  other  colleges  represent¬ 
ed  are  Clark  Atlanta  University,  the 
University  of  Georgia  and  Valdosta  State 
University. 


Anew  newsletter  about  business¬ 
es  owned  by  minorities  and 
women  and  compames  that  market  to 
them  has  been  launched  in  New  York 
City. 

Multicultural  Marketing  News  is  a 
four-page  bimonthly  publication  that  is 
filled  with  mini-press  releases  and 
potential  stories  about  events  like 
Hispanic  Heritage  Month,  Black  History 
Month,Asian  Heritage  Month  and 
Women’s  History  Month. 

The  newsletter  is  published  by  New 
York  City-based  Multicultural  Marketing 
Resources  Inc. 


New  directions  for  News  will 
receive  a  $1.35  million  gift  from 
the  McCormick  Tribune  Foundation 
that  will  be  used  to  continue  research 
about  the  impact  of  information  tech¬ 
nology  on  the  news  industry. 

The  funding  for  the  “News  Industries 
&  Journalisni/2010”  project  will  allow 
NDN  to  continue  its  research  and  pro¬ 
duce  new  video,  print  and  Web  publica¬ 
tions,  as  well  as  sponsor  quarteriy 
round  tables,  according  to  NDN. 


Multicultural 
newsletter  for 
journalists 


NDN  gets  gift 
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A  Washington,  D.C.,  group  plans  a 
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Canada’s  daily  newspapers  consolidate  their 
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Surviving  TV— 

It’s  About  Shelf  Space 


The  qiiestum  of 
just,  how  much 
newspapers 
should  “consort 
with  the  enemy” 
is  still 

controversial 


IT’S  TOO  SOON  to  start  calling 
them  “premature  conformists,” 
columnist  Ellen  Goodman’s  label 
for  those  prescient  few  among  us 
who  are  always  just  a  step  or  two 
ahead. 

Still,  we  believe  it’s  worth  watching 
about  40  newspapers,  which,  according 
to  Editor  &  Publisher's  research 
department,  either  lease  or  own  local 
cable  channels.There  are  no  trends  to 
report  —  certainly  no  road  maps  to  suc- 

_  cess:  these 

ventures  are 
almost 

idiosyncratic. 

Never¬ 
theless,  this 
tiny  band  of 
pioneers  has 
learned  a  few 
lessons  about 
surviving 
television. 
More  impor- 

tandy,  they’ve  embarked  on  their  trek 
for  reasons  that  are  relevant  to  almost 
newspapers. 

Fort  starters,  there’s  the  future.  As 
Harry  Chandler,  director  of  new  busi¬ 
ness  development  at  the  Los  Angeles 
Times  points  out,  newspapers  today 
have  a  terrific  but  temporary  advantage 
in  the  online  world  because  the 
Internet’s  narrow  pipelines  favor  text- 
based  services. 

“Once  people  start  getting  high¬ 
speed  access  to  the  Web  through  cable 
and  other  broadband  technologies,  tele¬ 
vision  will  have  the  upper  hand,”  he 
argues. 

That’s  why  newspapers  in 
Philadelphia,  Chicago,  Boston  and 
Orlando  have  launched  not  only  Web 
sites,  but  television  companions  which 
can  help  them  acquire  the  video  skills 


Criner  (phone  703-442-0405,  e-mail 
cmrwlsn@AOL.com)  and  Wilson 
(phone  609-737-7094,  e-mail  cmrwl- 
sn@AOLcom)  are  consultants  who 
help  neu’spapers  with  new  media. 


and  archives  they  will  need  to  compete 
in  tomorrow’s  broadband,  multimedia 
world. 

“It’s  all  about  the  idea  of  shelf  space 
and  brand  equity,”  asserts  Mike  Adams, 
general  manager  of  Inquirer  News 
Tonight,  an  ambitious  half-hour  broad¬ 
cast  that  uses  reporters  from  the 
Philadelphia  Inquirer  to  complement 
its  own  news  staff.  “It’s  like  Procter  and 
Gamble,”  Adams  adds.  “You’re  better  off 
if  your  products  are  there  a  number  of 
times. 

“You  should  distribute  your  content 
over  multiple  distribution  systems  .... 
It’s  all  about  competition  of  people’s 
time.” 

And  television  has  plenty  of  promo¬ 
tional  power. 

“We  hope  it  will  drive  people  to  the 
paper,”  says  John  Haile,  editor  of  the 
Orlando  Sentinel. 

In  addition  to  supplying  20  minutes 
of  news  each  day  to  Time  Warner’s  “full 
service  netwoik,”  —  that  company’s 
much  publicized  test  of  interactive 
cable  —  Sentinel  reporters  woik  on 
election  coverage  and  daily  features 
with  journalists  at  WFiy  the  Cox- 
owned  ABC  affiliate  in  Orlando. 

Haile  felt  television’s  promotional 
clout  firsthand  in  the  late  1970s,  when 
a  Sentinel  reporter  started  appearing 
on  a  local  station’s  point<ounterpoint 
program.  The  broadcasts  were  soon 
generating  about  75%  of  the  letters  to 
the  editor. 

“People  still  talk  about  him,”  Haile 
remarks,  “even  though  this  is  a  commu¬ 


nity  of  transients  and  he  has  been  off 
the  air  for  years.” 

Television’s  cross-promotional  power 
can  be  harnessed  to  pull  in  new  ad  dol¬ 
lars,  too. 

For  example,  Chicago  Land  TV, 

Tribune  Co.’s  24-hour  local  cable  news¬ 
cast,  usually  sells  against  other  local 
media,  including  Tribune-owned  proper¬ 
ties. 

But  CLTV,  as  it’s  known,  will  some¬ 
times  team  up  with  the  Chicago 
Tribune,  the  paper  ’s  Web  site,  WGN 
television  and  radio  and  the  Chicago 
Cubs  to  pitch  large  advertisers  on 
Tribune  Company  Netwoik,  a  mega- 
combined  buy. 

The  package  isn’t  cheap  and  it’s 
not  for  everyone,  cautions  CLTV’s  vice 
president  and  director  of  sales  Ron 
Goldberg.  But  it  is  profitable,  and 
brings  in  new  dollars  rather  than  just 
redistributing  old  ones.  Perhaps  just 
as  important,  the  project  is  “breaking 
down  barriers,”  says  Goldberg,  who 
believes  the  concept  can  work  even 
when  “team  members”  have  different 
corporate  parents. 

Publisher  Edward  Moss  is  testing  the 
notion  at  the  Evening  Sun,  a  22,000<:ir- 
culation  daily  in  Hanover,  Pa.,  just  north 
of  Baltimore,  as  part  of  a  search  for 
new,  diversified  revenue  sources.  The 
Sun  sells  advertising  for  Cable  Channel 
7,  a  15-minute  newscast  that  appears 
houriy  on  Hanover  Cable,  one  of  the 
paper’s  paitners.  News  is  provided  by 
the  local  radio  station,  the  cable  compa¬ 
ny’s  corporate  sibling  —  and  the 
paper’s  strongest  competitor  in  the 
market. 

“Companies  that  you  used  to  com¬ 
pete  with  ...  are  now  going  to  be  your 
partners,”  Moss  argues. “[This]  is  all 
about  developing  partnerships  that  are 
mutually  beneficial.” 

Maybe.  But  the  question  of  just  how 
much  newspapers  should  “consort  with 
the  enemy”  is  still  controversial.  Most  of 
the  television  executives  we  talked  to 
see  the  two  media  as  complementary. 

(See  Leading  Edge  on  page  38) 
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More  Good  News 

IN  SPITE  OF  all  the  hype  expounding  the  power  and  the  glory  of 
electronic  and  print  competitors  in  the  communications  field,  the 
future  of  newspapers  in  this  equation  has  not  been  dimmed.  In  fact, 
it  appears  to  get  brighter.  A  national  survey  commissioned  by  Gannett  Co. 
reveals  that  daily  newspapers  are  the  preferred  medium  for  advertising 
information  among  14  media  categories  —  fewer  Americans  are  watching 
TV  commercials  —  and  direct  mail  has  the  lowest  credibility  of  any  medi¬ 
um  when  it  comes  to  ad  believability.What  about  circulation?  The  same 
survey  shows  that  although  paid  circulation  is  declining  in  many  cities, 
readership  is  growing  due  in  part  to  an  increasing  number  of  pass-along 
readers.  Pass-along  readership  has  grown  to  14%  over  the  last  decade. 

Another  survey  by  the  Newspaper  Association  of  America  found  that 
neatly  half  of  the  98  million  readers  of  classified  advertising  responded 
to  at  least  one  ad  last  year.  Are  newspapers  healthy  —  are  they  a  good 
investment?  You  bet!  A  survey  by  Veronis,  Suhler  &  Associates  noted  that 
newspapers  are  buying  newspapers  —  the  average  newspaper  transaction 
in  1995  was  valued  at  $153. 1  million,  which  was  higher  than  any  other 
year  so  far  in  this  decade.The  insiders  don’t  want  “out.”They  want  “in.” 


Larceny  Value 

ON  BEHALF  OF  free  distribution  newspapers  everywhere  —  cam¬ 
pus,  alternative,  suburban  or  other  —  we  resent  the  declaration 
of  a  county  prosecutor  in  Michigan  that  there  would  be  no  pros¬ 
ecution  in  the  theft  of  8,700  copies  of  the  Michigan  Daily  because  they 
were  offered  free  to  the  public,  therefore,  having  “no  value  for  larceny 
purposes.”  The  prosecutor  needs  a  litde  education,  not  only  about  the 
cost  of  producing  8,700  copies,  but  about  the  loss  of  revenue  from 
advertisers.  What  value  would  he  put  on  his  owm  time  and  service  if  he 
should  be  incapacitated  through  no  fault  of  his  own? 
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50  YEARS  AGO. . .  Thc  American  Society 
of  Journalism  Schcx)I  Administrators,  at 
its  second  annual  meeting  in  St.  Louis, 
adopted  a  set  of  standards  of  educa¬ 
tion  for  journalism  and  awarded  a  spe¬ 
cial  citation  to  Editor  &  PuNisher  for 
its  most  distinguished  service  to  jour 
nalism  education. 


Snafus  with  transmission  equip¬ 
ment  aboard  the  SS  Appalachian  at 
Bikini  threatened  coverage  of  thc 
momentous  event,  but  they  were 
cleared  up  in  time  and  100,000  words 
were  transmitted  in  10  hours  after  thc 
blast;  190,000  words  in  19  hours.Thc 
rated  capacity  of  the  ship  was  200,000 
words  irt  24  hours. 


From  Editor  &  Pubusher 
July  6,  1946 


to  “union  .sympathizers"  and  others 
before  making  their  decision  tt)  entss 
picket  lines  and  jttin  a  scab  work  force. 

If  these  ytiung  people  had  talked  to 
mt)re  objective  journalists  who  are 
keen  tibservers  of  social  and  political 
trends,  they  would  have  realized  that 
the  labor  movement  is  in  the  early 
stages  of  powerful  resurgence.  With 
conglomerates  wresting  American 
media  into  the  hands  of  a  sovereign 
tew,  it  is  only  a  matter  of  time  before 
journalists  respond  in  increxsing  num¬ 
bers. 

What  a  shame  that  promising  young 
people  will  have  a  blot  on  their  careers 
by  having  launched  them  by  entssing 
picket  lines.  In  newspapers,  integrity  is 
still  valued  above  expediency 

Nancy  E.  Dunn 
Dunn  is  a  striking  Detroit  Free  Press 
copy  editor,  secretary-treasurer  of 
the  Free  Press  unit.  Local  22, 
the  Newspaper  Cuild  of  Detroit 


Why  give 
interns  a  break? 

IN  “GIVE  INTERNS  a  break,”  a  letter  to 
the  editor  iE&P,)\inc  8),J(k*  Grimm 
of  the  Detroit  Free  Ihvss  made  some 
xssertions  about  the  Detntit  newspa{)er 
.strike  that  require  clarification. 

Grimm  wrote  that  entssing  picket 
lines  carries  no  stigma  in  the  newspa¬ 
per  business,  and  he  offers  xs  pnxtf  the 
fact  that  a  number  of  picket-line 
crossers  have  left  the  paper  and  are 
now  working  for  a  glittering  xs.st)rtment 
of  nationally  respected  newspapers. 

What  he  failed  to  .say  was  that  mo.st 
of  them  left  because  they  fttund  the 
level  of  professionalism  .so  low  that 
they  couldn’t  wait  to  leave.  In  addition, 
by  saying  that  the.se  former  staffers 
cn)s.sed  “their  own  union’s  picket  line,” 
Cirimm  suggests  that  they  did  so  out  of 
conviction.  Hardly. 

Ia;ss  than  a  month  into  the  strike. 
Free  Press  Guild  members  were  given 
an  ultimatum  to  return  to  work  or  be 
permanently  replaced.  Many  of  these 
people  are  xshamed  of  their  decision 
but  capitulated  because  their  options 
were  limited  by  personal  circum¬ 
stances. 

I  am  proud  to  say  that  many  of  my 
colleagues  who  did  not  cross  the  pick¬ 
et  lines  continue  to- press  tor  the  right 

Newspaperdom* 


to  maintain  meaningful  unions  and  not 
to  get  fair  contracts  for  all  the  workers 
at  the  Free  Press  —  and  at  Gannett’s 
Detroit  News,  the  /we  Press’ Joint 
Operating  Agreement  partner. 

Since,  in  the  words  of  the  federal 
exse  against  the  companies,  the  .strike 
was  “precipitated  and  prolonged”  by 
unfair  labor  practices  against  2,5(K) 
workers,  the  wrong  ultimately  will  be 
righted.  Even  the  newspaper  executives 
have  said  they  expect  their  companies 
to  lo.se  in  their  National  Labor  Relations 
Board  trial. 

Grimm  said  the.se  young  people  will 
be  judged  on  the  quality  of  their  work. 
That  apparently  is  how  the  situation 
appears  inside  the  strikebound  newspa¬ 
pers.  But  good  journalists  ask:  How  will 
this  affect  thc  community  and  thc  pro¬ 
fession?  \XTiat  are  the  ethical  implica¬ 
tions?  How  will  this  look  five,  10, 15 
and  25  years  from  now? 

Cirimm  said  Free  Press  interns  talked 
to  “people  who  work  here”  in  addition 


Jim  Hollis  has  over  25  years  of  experi-  * 
ence  in  developing  and  promoting  non- 
subscriber  products. 

That’s  25  years.  Not  5  years  repeated  5  times. 

Enough  time  to  know  the  business  xs  well  as  anyone  in 
the  axintry  —  better  we  think.  After  all,  Jim  has  atnduct- 
ed  iiKtre  ntxi-subscriber  workshops  and  seminars  than  atty-  t 
one  in  the  business.  M 

He’s  knowledgeable  and  quick.  Attable,  but  to-the- 
point.  The  kind  of  person  you  want  to  do  business 
with  —  and  hope  the  competition  isn't 
doing  business  with. 

Put  25  years  of  business  to 
work  for  ytxir  company. 

Jim  Hollis  at 
1-800457-1156 
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YEARBOOK 


75oa  EDITION] 


® 


The  Most  Comprehensive  Source  of  Information  About  Newspaf)^  and 
the  Newspaper  Industry  Worldwide 

•  The  Newspapers  •The  People  •The  Equipment  •The  Supplies  ...and  much,  much  more! 


Look  at  these  NEW  and 
ENHANCED  FEATURES: 

•  NEW!  E-Mail  and  Web  site  listings  are  now 
part  of  the  standard  data  included  for  dailies 
in  the  U.S.  and  Canada. 

•  EXm^DED  listings  of  alternative,  Hispanic 
and  Jewish  weeklies. 

•  NEW!  Interactive  products  and  services 
listings. 

•  EXPANDED  Foreign  correspondents  in 
the  U.S. 

•  EXPANDED  newspaper  ad  rep  listings, 
including  national,  state  and  foreign  contacts. 

•  NEW!  You  can  now  sort  labels  by  group 
affiliation  AND  newspaper  rep  (CD-ROM  with 
listing  capabilities). 

•  ENHANCED,  user-friendly  exporting 
functions  (CD-ROM  with  listing  capabilities). 


Mail  your  order  and  payment  to:  Editor  &  Publisher 
Year  Book,  11  W.  19th  St.,  New  York,  NY  10011- 
4234.  Or  to  charge  your  order  to  your  Visa/MC 
account,  call  (212)  675-4380,  ext.  509.  Payments 
must  accompany  all  orders.  NY,  CA,  DC  and 
Canada  add  appropriate  tax.  Please  supply  proper 
street  address  for  UPS  delivery.  No  deliveries  will 
be  made  to  RO.  boxes.  All  remittance  must  be  in 
U.S.  dollars. 


PARTI 

•  Section  I  -  U.S.  Dailies 

•  Section  II  -  U.S.  Weeklies  and 
Special  Newspapers 


Section  V  -  News,  Picture  and 
Syndicated  Services 
'  Section  VI  -  Newspaper  Equipment/ 
Interactive  Products  and  Services 


•  Section  III  -  Canadian  Newspapers  •  Section  VII  -  Other  Organizations 

•  Section  IV  -  Foreign  Newspapers  and  Industry  Services 

Find  the  -people  you  really  need  with  comprehensive  lists  of  names, 
titles,  areas  of  responsibility,  address,  phone  and  fax  numbers.  Data 
for  sections  I  and  III  include  area  population,  circulation,  subscription 
rates,  advertising  rates,  special  editions/sections,  mechanical  specifi¬ 
cations  and  more. 

PART  2  -  WHO’S  WHERE 

This  handy  directory  lets  you  look  up  newspaper  industry  personnel  by 
name.  Look  for  people  from  general  interest  daily  and  weekly  newspapers 
as  well  as  syndicates  and  groups.  You’ll  find  titles,  company  affiliation  and 
phone  numbers  for  the  most  influential  people  in  the  industry. 

CD'ROM 

•  Improved  Exporting  Functionality 

•  Improved  Windows  Performance 

This  3rd  issue  on  CD-ROM  is  the  best  yet!  A  fully  indexed,  searchable 
database  allows  you  to  pull  out  Year  Book  information  with  the  criteria  you 
select.  The  simple,  menu-activated  search-and  display  capability  makes 
finding  and  compiling  data  easy. 

All  the  data  can  be  exported  to  your  computer  in  a  wide  range  of  formats, 
including  Word  Perfect,  Lotus,  DBF,  ASCII,  etc.  The  CD-ROM  can  be  pur¬ 
chased  with  listing  capabilities,  too.  Customize  mailing  lists  for  each  of 
your  communications  projects.  The  Year  Book  CD-ROM  includes  all  the 
Year  Book  data  for  U.S.  Dailies,  U.S.  Weeklies,  Canadian  Newspapers, 
Foreign  Newspapers,  Mechanical  Equipment  and  Who’s  Where  sections 
...  names  of  contacts  and  their  areas  of  responsibility,  plus  other  critical 
information  about  newspapers,  newspaper  suppliers  and  service  compa¬ 
nies. 

For  answers  to  technical  questions  about  the  CD-ROM, 
call  (212)  675-4380,  ext.  506. 

PRICING 

E&P  Year  Book  Part  1  and  Part  2  Who’s  Where:  $1 25 
E&P  Year  Book  Part  1  Only:  $1 1 5 
E&P  Year  Book  Part  2  “Who’s  Where”  Only:  $35 
E&P  Year  Book  Part  1  and  2  AND  CD-ROM  without  listing  capabilities:  $495 
E&P  Year  Book  Part  1  and  2  AND  CD-ROM  with  listing  capabilities:  $895 

Network  versions  of  the  CD-ROM  are  available.  Please  call 
(212)  675-4380,  ext.  509  for  pricing. 


Look  for  the  convenient  order  card  in  this  issue  of  E&P. 
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Steven  Cuozzo’s 
Wild  Ride 


Editor's  "anecdotal 
memoir"  of  his  24  years 
at  the  New  York  Post  is 
fodder  for  a  sitcom 


BOOK 

REVIEW 


HEN  A  REVIEW  copy  of  It’s 
Alive:  t§mi>  America’s  Oldest 
Newspaper  Cheated  Death 
and  Why  It  Matters  arrived  at 
oiff^  office,  I  offered  out  loud 
that  it  looked  like  a  provoca¬ 
tive  book. 

One  of  my  colleagues  won¬ 
dered  how  provocative  a 
book  written  by  an  editor 
who  is  still  working  for  the  paper  he’s  writing  about 
could  be. 

Legitimate  question,  I  agreed.  Those 
“authorized”  histories  of  newspapers 
more  often  than  not  turn  out  to  be  noth¬ 
ing  more  than  glorified  puff  pieces. 

In  this  case, 
however,  our 
expectations  were  wrong. 

First  of  all.  It’s  Alive,  a  24- 
year  history  of  the  New  York 
Post,  (1972-1996)  written  by 
nowexecutive  editor  Steven 
Cuozzo,  and  published  by 
Times  Books,  was  not  “autho¬ 
rized”  by  past  or  current  Post 
owners. 

Cuozzo  signed  the  book 
deal  in  January  1993,  when  it 
seemed  imminent  that  the 
Post  was  ready  to  go  out  of 
business. 

Described  by  Cuozzo  as  an 
“anecdotal  memoir”  not 
intended  to  be  a  definitive  his¬ 
tory  of  the  Post,  the  book  cer¬ 
tainly  brought  back  many 
memories  for  me. 

Cuozzo  joined  the  Post  as  a 
copy  boy  in  1972.  I  joined 
E&P  in  1976,  the  same  year 
Rup)ert  Murdoch  acquired  the  newspaper  from 
Dorothy  Schiff.  I  covered  many  of  the  things  Cuozzo 
writes  about.  But  his  candid  insights  about  the  inter¬ 
nal  workings  of  the  Post  made  my  trip  down  mem¬ 
ory  lane  much  more  enjoyable  the  second  time 
around. 

Throughout  the  book,  Cuozzo  makes  no  bones 
about  it  —  he  loves  the  New  York  Post.  But  the  same 
cannot  always  be  said  for 
some  of  the  bosses  and  co-  BY  JOHN 

woricers  he  met  along  the  way. 


twiBwieh  OUnt  Hm^ipv 


This  is  a  book  any  veteran 
journalist  would  enjoy 
because  they  can  probably 
substitute  some  of  Cuozzo’s 
memories  at  the  Post  for 
those  they  have  of  their  own 
newspapers.  Some  things  are 
unique  to  certain  newspa- 
pers,  others  are  universal. 

Iromcally,  early  in  the  book, 
Cuozzo  covers  the  years  when  the  Post  was  owned 
by  Rupert  Murdoch  (1976-1988)  and  it  has  come  to 
pass  that  Murdoch  is  once  again  Cuozzo’s  boss  at 
the  paper. 

The  book  is  filled  with  Cuozzo’s  observations 
from  the  time  he  joined  the  Post  in  1972.  Reading 
them  gives  one  a  sense  of  just 
how  far  the  newspaper  busi- 
less,  and  society  in  general, 
|ias  come  —  and  just  how 
much  it  has  remaine'’ 
junchanged. 

The  later  chapters,  which 
over  Peter  Kalikow’s  depar¬ 
ture  as  owner  and  the  battle 
t^ctween  Steven  Hoffenberg 
land  Abe  Hirschfeld  to  take 
fcontrol  of  the  Post,  had  me 
absolutely  belly  laughing. 
Wliile  E&P  did  cover  all  the 
[events  surrounding  the  Posfs 
Inear  demise,  Cuozzo  brings  to 
ight  what  happened  behind 
■the  scenes  and  it  is  fodder  for 
a  sitcom. 

Cuozzo,  after  graduating 
!with  an  English  degree  from 
the  State  University  of  New 
York  at  Stony  Brook,  was 
•dvised  by  his  college  “men¬ 
tor”  Peter  Shaw  to  contact 
then-A>sf  assistant  managing  editor  A1  EUenberg  to 
inquire  about  a  job  as  a  copy  boy. 

As  Cuozzo  writes  it,  EUenberg  told  him  the  Post 
had  a  quota  system.  He  could  not  initially  hire 
Cuozzo,  he  said,  because  “I  had  to  hire  a  Chinaman.” 
Cuozzo  was  finaUy  hired  in  December  1972  at  $1 15 
a  week.  During  his  first  few  days  on  the  job,  a  col¬ 
league  told  him,  “There’s  a  training  program  but  it 
doesn’t  matter  because 
C  O  N  S  O  L I  there’s  going  to  be  a  strike  in 

three  months  and  Dolly’s 
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Steve  Cuozzo  credits  New  York  Post  managing  editor 
Marc  Kalech  with  initiating  the  idea  in  1993  to  trash 
Post  suitor  Abe  Hirschfeld. 

going  to  close  the  paper.” 

The  strike  never  materialized,  but  the  incident 
shows  how  rumors  about  the  Posfs  demise  or  shut¬ 
down  were  in  vogue  even  25  years  ago. 

Some  Cuozzo  insights  about  Dolly  Schiff s  Post. 
“Large  areas  of  Dolly’s  Post  seemed  reserved  for  cer¬ 
tain  ethnic  groups.  The  newsroom  staff  was  mostly 
Jewish,  with  an  unofficial  quota  of  three  black 
reporters;  the  support  staff  were  almost  all  Italian.” 

Cuozzo  also  offers  some  memories  of  his  co¬ 
workers  at  the  Post  under  Murdoch. 

“The  Murdoch  men  were  a  motley  crew.  There 
was  features  editor  Arnold  Earnshaw,  a  gruff, 
bearded,  beer-bellied  gnome. 

“Diane  Reid,  his  executive  assitant,  never  forget 
her  first  sight  of  him. 

“I  asked  for  Mr.  Earnshaw.  I  walk  into  this  room 
with  the  river  behind  it.  And  sitting  behind  the  desk, 
with  his  feet  up  on  it,  is  this  whale,  sound  asleep  and 
snoring. 

“Mr.  Earnshaw?  This  was  supposed  to  be  an  inter¬ 
view.  He  wakes  up  and  says, ‘All  right  young  lady,  get 
out  your  notebook  and  pen  and  get  to  woric.’” 

About  Steve  Dunleavy,  who  began  as  a  reporter, 
was  made  metro  editor,  left  when  Murdoch  bought 
Fox  Channel  5  to  woric  on  A  Current  Affair  and 
then  returned  to  his  present  position  of  Post  colum¬ 
nist,  Cuozzo  said;  “Steve  brought  to  the  job  of  news¬ 
gathering  a  fire  rare  in  modem  print  journalism.” 

Dunleavy,  he  said,  “lived  to  beat  the  enemy  to  the 
story.” 

A  case  in  point  can  be  seen  in  a  story  Cuozzo 
relates  that  was  remembered  by  Jerry  Nachman, 
who  served  as  Post  editor  during  the  Kalikow  years 
but  who  was  with  CBS  Channel  2  in  New  York 
when  he  first  met  Dunleavy. 

It  was  in  1977,  during  the  shooting  spree  by  the 
Son  of  Sam  killer.  Stacy  Moskowitz  was  killed  that 
night  and  her  boyfriend,  Robert  Violante,  was 
blinded  by  a  gunshot.  Violante  was  being  treated  at 
the  hospital  when  Nachman  arrived. 

Cuozzo  tells  the  story;  “Dunleavy,  in  a  doctor’s 
smock,  wrangled  his  way  into  Violante’s  hospital 


room  as  a  ‘bereavement  counselor,’  which  naturally 
enabled  him  to  score  an  exclusive  interview  with 
the  grief-stricken  family. 

“Nachman,  reporting  for  Channel  2,  arrived  at  the 
hospital  and  prevailed  on  the  Violante  father  to 
share  a  photo  of  his  son. 

“I  didn’t  know  who  Dunleavy  was,”  Nachman 
recalls  to  Cuozzo.“As  Violante’s  father  starts  to  show 
me  the  picture,  Dunleavy,  in  his  hospital  outfit,  puts 
his  hand  over  it  and  says,  ‘That  won’t  be  necessary.’ 
Later  on,  this  guy  comes  over  to  me  and  says, ‘Sorry 
mate,  that  was  professional,  not  personal.’  ” 

By  then,  Nachman  realized  he  had  been 
scammed. 

Cuozzo’s  recounting  of  Post  arch  rival,  the  New 
York  Daily  News,  is  decidedly  one-sided,  although 
he  does  offer  much  insight  into  what  the  Post  peo¬ 
ple  were  doing  and  thinking  behind  the  scenes  in 
reaction  to  each  Daily  News  move. 

Some  now  well-known  names  in  journalism  also 
pop  up  as  Post  employees  from  time  to  time.  One  of 
those  being  Anna  Quinlin,  who  later  went  on  to  win 
a  Pulitzer  Prize  at  the  New  York  Times.  Quinlin,  back 
in  the  late  1970s,  was  one  of  Neil  Travis’  assistants  in 
gathering  information  for  the  Post's  gossip  Page  6. 

Cuozzo  discovered  that  there  would  be  life  at  the 
Post  after  Murdoch. 

Among  his  observations  of  the  Kalikow  years; 
The  l\)st  under  Kalikow  became  more  of  an  “Amer- 
ican-looking”  product.  Kalikow,  according  to 
Cuozzo,  seemed  to  want  to  emulate  the  Neu>  York 
Times,  once  suggesting  that  the  Post  sectionalize  so 
it  would  be  easier  to  read. 

Cuozzo  also  slips  in  a  dig  or  two  about  Kalikow’s 
lack  of  knowledge  about  newspapers.  He  described 
how  Kalikow  liked  to  watch  the  paper  being  laid 
out. 

“Wouldn’t  that  headline  look  better  slanted?” 
Kalikow  asked  one  day. 

“Italics,  Peter?”  responded  the  layout  editor. 

“Yeah,  italics,”  Kalikow  parroted. 

To  Kalikow’s  credit,  Cuozzo  writes,  he  hired  Jack 
Newfield,  who  once  wrote  that  Kalikow  was  one  of 
New  York  City’s  worst  landlords. 

Cuozzo  also  writes  that  Kalikow  disdained  the 
Murdoch  years  of  the  Post,  but  had  an  “affection”  for 
the  Schiff  years. 

She’d  come  by  for  lunch  and  Kalikow  even  hired 
SchifFs  star  columnist  Pete  Hamill,  who  was  not  a 
fevorite  of  Murdoch. 

Commenting  on  Kalikow’s  naming  of  Jane  Am 
sterdam  as  editor,  Cuozzo  said,  he  hoped  to  change 
the  Post's  image  by  hiring  “a  chic  New  York  female, 
identified  with  a  glossy,  sophisticated,  award-win¬ 
ning  business  magazine.”  She  had  joined  the  Post 
from  manhattan  inc. 

Commenting  further  about  his  thoughts  at  the 
time,  Cuozzo  writes  that  he,  Lou  Colasuonno  Oater 
to  be  named  editor),  Dick  Belsky,  and  Marc  Kalech 
(currently  managing  editor/news)  were  “schooled 
in  street  smart  Murdochian  journalism  faced  work¬ 
ing  for  a  magazine  lady  who  meant  to  move  the  Post 
upscale.” 
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matter.  Hoffenberg  had  civil  suits  against  him  in  20 
states.  His  Towers  Financial  Corp.  was  under  investi¬ 
gation  by  the  Securities  and  Exchange  Commission 
for  fraud. 

But  Hoffenberg  said  he’d  put  $2.5  million  of  Tow¬ 
ers  funds  to  cover  the  paper’s  accounts  receivable 
and  promised  to  make  the  paper  profitable. 

Early’  on  under  Hoffenberg  management,  edi¬ 
tor  Colasuonno  jumped  ship,  joining  the  rival  Daily 
News. 

Hoffenberg  broke  the  news  to  the  Post's  editorial 
managers,  butchering  his  name  in  the  process  when 
he  told  them  that  “Castellano”  had  gone  to  the  Daily 
NewsT 

First,  according  to  Cuozzo,  Hoffenberg  suggested 
they  have  Colasuonno  arrested.  The  editors  looked 
perplexed.  Hoffenberg  reasoned  that  Colasuonno 
might  still  have  a  company  car  and  the  newspaper 
would  report  it  stolen. 

With  that  thought  passed,  Hoffenberg  turned  to 
the  other  business  at  hand. 

“Who  wants  the  job?  1  got  a  feeling  three  guys 
wanna  be  editor.  You,  you  and  you.” 

As  Cuozzo  describes  it,  “It  was  like  a  scene  from 
The  Godfather.’' 

“Someone  asked,  ‘Do  you  have  enough  money  to 
run  the  paper?’  Hoffenberg  turned  to  the  lawyer. 

“Mr.  Rosoff,  do  1  have  enought  money?”  Mr.  Rosoff 
noded. 

“Let’s  go  tell  everybody,”  Hoffenberg  said. 

Hoffenberg  named  business  editor  Gerald  Bray  as 
editor  of  the  paper,  jumping  him  up  over  all  the  top 
editors.  But  only  a  few  weeks  into  his  tenure,  Hof¬ 
fenberg  announced  he  was  thinking  of  naming  Pete 
Hamill  editor. 

Cuozzo  recalls  how  late  night  was  Hoffenberg’s 
favorite  time. 

“He  ordered  in  Chinese  food  and  rode  an  MSG 
high.  He  prowled  the  halls.  He  dropped  in  on  the 
reputed  Bonanno  family  captain  of  the  circulation 
department,  and  mingled  with  union  drivers  who 
tossed  around  crisp  $100  bills.” 

Cuozzo  also  remembers  the  time  when  Hoffenberg 
wanted  to  change  a  front-page  banner  head.  It 
read:  “Birth  of  a  Salesman”  and  referred  to  President 
(See  Post  on  page  39) 
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BY  MARK  FITZGERALD 


Message  To 
Hispanic  Press 


S  JOURNALISTS  HAVE  a  special  responsibil- 
5ist  the  declining  coverage  U.S.  news  organ- 
are  giving  to  the  rest  of  the  world,  says  the 
of  the  Chicago  Tribune's  international 
porting. 

ispanics,  who  have  one  foot  in  each  of  two 
,  we  are  better  positioned  to  know  the 
importance  of  international  news,”  George  DeLama 
told  the  recent  National  Association  of  Hispanic 
Journalists  convention  in  Chicago. 

“One  thing  I  hope  is  that  as  Latinos,  as  we  ascend 
or  assume  greater  positions  in  the  news  industry, 
that  we  make  this  an  impor¬ 
tant  issue  and  one  of  the 
things  that  we  bring  to  the 
table,”  said  DeLama,  the  Tri¬ 
bune's  assistant  managing  edi¬ 
tor  for  foreign  and  national 
news. 

However,  DeLama  and 
other  journalists  specializing 
in  foreign  news  concede  it 
will  be  an  uphill  fight. 

Americans  have  never 
shown  much  interest  in  inter¬ 
national  news  —  and  the 
indifference  appears  to  be 
accelerating. 

“The  interest  in  foreign 
news  was  boimd  to  decline 
with  the  demise  of  the  Soviet 
Union,”  said  Joe  Contrares, 
Jerusalem  bureau  chief  for  Newsweek  magazine. 

Contrares  has  felt  that  decline  personally; When  I 
joined  Newsweek  15  years  ago,  there  were  about  25 
foreign  correspondents,  he  said.  Now  there  are  17. 

“In  the  Mideast,  15  years  ago,  I  would  have  been 
one  of  three  correspondents.  Now  there’s  just  me,” 
he  said. 

The  same  thing  is  happening  throughout  U.S. 
news  organizations. 

“There  are  less  than  10  newspapers  that  still 
maintain  a  serious  international  bureau  presence,” 
Tribune's  DeLama  said.  “There  are  only  about  400 
fuU-time  correspondents  working  for  U.S.  media  out¬ 
lets  internationally.  That’s  not  a  lot  of  eyes  and  ears 
out  there.” 

There  is  one  big  exception  to  this  decline,  how¬ 
ever:  Coverage  of  international  business  and  finance 
—  and  interest  in  the  coverage  among  Americans  — 
is  building. 

“When  you  talk  about  globalization,  the  first  place 
that  happens  is  in  the  economy  and  finance,”  said 


Edward  Schumacher,  editor 
for  the  Wall  Street  Journal 
Americas,  a  news  report  pub¬ 
lished  in  several  Latin  Ameri¬ 
can  newspapers. 

With  its  European  and 
Asian  versions,  the  Journal 
has  94  reporters  overseas, 

Schumacher  said  —  and  all  of 
them  contribute  to  the  U.S. 
edition.  In  the  last  decade,  the 
number  of  Journal  corre¬ 
spondents  in  Latin  America 
has  gone  from  two  to  seven. 

And  in  just  the  last  month,  the 
paper’s  Emerging  Markets 
wire  service  has  expanded 
from  10  journalists  to  27. 

That  expansion  shows 
Americans  are  eager  to  see 
international  news  —  if  it’s 
the  right  kind  of  international 
news. 

“There  is  an  increasing 
interest  in  different  kinds  of 
international  news,  especially 
finance  and  business.  But  rela¬ 
tively  obscure  wars  whose  impact  on  their  daily 
lives  are  negligible  or  nonexistent  —  there’s  no 
interest  in  that  kind  of  foreign  news,”  Newsweek's 
Contrares  said. 

That  may  be  a  good  thing,  some  foreign  news  spe¬ 
cialists  think. 

“One  of  the  things  we  are  trying  to  overcome  is 
the  equation  foreign  news  equals  wars  or  national 
disasters,”  said  Catx)l  Hills,  director  of  “The  World.” 
“The  World”  is  a  National  Public  Radio  program  that 
combines  news  coverage  by  BBC  correspondents 
with  American-style  production  values  provided  by 
WGBH  in  Boston. 

Even  obscure  topics  can  be  made  relevant  to 
Americans,  the  journalists  said.  One  example  noted 
was  a  recent  New  York  Times  story  that  showed 
how  charitable  donations  of  secondhand  clothes  by 
Americans  was  destroying  the  African  textile  indus- 
try. 

At  the  same  time,  other  journalists  warned  that 
news  organizations  should  not  try  to  become  too 
“relevant”  with  their  international  coverage. 

“I  don’t  think  you  want  to  hold  up  a  mirror  to  our 
readers,  and  show  only'  themselves  and  what  is  rele¬ 
vant,”  said  the  Tribune's  DeLama.  “V^Tiat  we  want  to 
(See  Hispanic  on  page  39) 


Chicago  Tribune 
editor  urges 
Latino  colleagues 

—  contrary  to 
what  most  U.S. 

papers  are  doing 

—  to  increase 
international 

news  coverage 


"There  are  less  than  10  news¬ 
papers  that  still  maintain  a 
serious  international  bureau 
presence.  There  are  only  about 
400  full-time  correspondents 
working  for  U.S.  media  outlets 
internationally." 

—  George  DeLama,  Chicago 
Tribune  assistant  managing 
editor  for  foreign  and 
national  news 
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BY  M.L.  STEIN 


Award 
Plaque  Flap 


IM  MAIEUA  JR.,  who  describes  himself  as  a  former 
“full-time  stringer”  for  the  Los  Angeles  Times,  recalls 
diat  he  was  the  first  reporter  to  show  up  at  his 
bureau  when  the  massive  Northridge  earthquake 
aruck  in  1994. 

So,  he  says,  he  felt  as  proud  as  any  staffer  when 
the  Times  won  the  Pulitzer  in  1995  for  its  spot  cov¬ 
erage  of  the  quake.  He  asserts  he  contributed  to  sev¬ 
eral  stories  and  even  received  a  byline  for  a  piece  on 
the  safety  of  unreinforced  freeway  bridges. 

The  Times  commemorated  its  prize  with  a  coffee- 
table  book  and  a  Lucite  mock-up  of  a  “quake”  front 
page. 

Maiella  is  listed  in  the 
book,  along  with  other  con¬ 
tributing  stringers,  but  he 
didn’t  get  one  of  the  plaques, 
and  he  is  unhappy  about  it. 

So  much  so  that  he 
recently  wrote  to  Times  edi¬ 
tor  Shelby  Coffey  in  asking 
for  one.  Coffey  passed  the  let¬ 
ter  over  to  Davilynn  Furlow, 
an  assistant  to  senior  editor 
Carol  Stogsdill.  Not  possi¬ 
ble,  replied  Furiow,  who  had 
coordinated  the  purchase  and  distribution  of  the 
plaques. 

She  wrote  Maiella;  “A  decision  was  made  as  we 
determined  how  many  were  to  be  ordered  that  the 
plaques  would  be  given  to  staffers  only.  This  was  a 
decision  based  primarily  on  the  cost  involved.” 

Furlow  offered  Maiella  another  copy  of  the 
remembrance  book. 

“Keep  the  book,”  Maiella  snapped  back. 

The  ex-reporter,  who  now  worics  in  Washington, 
D.C.,  as  a  press  secretary  to  a  congressman,  said  in 
an  interview  that  he  felt  keenly  about  the  refusal 
because  he  devoted  as  much  time  to  the  Times' 
Ventura  County  bureau  as  any  staff  member. 

“I  worked  at  least  five  days  a  week  and  at  least 
eight  hours  a  day,”  he  stated.  “I  had  a  desk,  a  dedi¬ 
cated  phone  line,  and  all  the  other  resources  and 
responsibilities  of  Times  staffers.” 

In  a  bitter  letter  to  Furlow,  Maiella  said:  “If  my  18 
months  at  the  Times  taught  me  anything,  it  is  that 
the  distinction  between  ‘stringer’  and  ‘staff  writer’ 
—  nearly  imperceptible  on  a  daily  basis  —  becomes 
crystal  clear  on  the  rare  occasions  when  something 
is  actually  demanded  of  the  paper. 

“The  fact  that  I  was  a  ‘stringer’  didn’t  influence 
my  willingness  to  drive  to  the  Simi  Valley  bureau  a 
few  short  hours  after  one  of  the  most  traumatic 


LA.  Times 
stringer  feels 
snubbed  after 
being  denied  a 
commemorative 
plaque 


experiences  in  my  life  to  help  the  Times  get  the 
story  out. 

“The  fact  that  I  was  a  ‘stringer’  didn’t  influence 
the  editor’s  enthusiasm  for  taking  the  information  I 
was  able  to  gather  that  day  and  subsequent  days  of 
the  week. The  fact  that  I  was  a  ‘stringer’  didn’t  influ¬ 
ence  the  Times’  decision  to  fold  my  material  into 
coverage  that  later  won  journalism’s  most  presti¬ 
gious  honor.” 

Maiella  charged  that  the  Times  had  “stiffed”  him 
out  of  a  plaque. 

Furlow  told  E&P  she  empathized  with  Maiella’s 
disappointment  and  that  his  contribution  to  the 
quake  coverage  was  valued  by  the  Times. 

“We  have  only  a  very  few  plaques  left  —  not 
enough  for  every  stringer  on  the  story,”  she  said.  “It 
would  be  unfair  if  we  could  not  give  one  to  all  of 
them.The  intention  of  the  plaques  was  to  make  peo¬ 
ple  feel  good.  It’s  disappointing  when  you  make 
people  feel  bad.” 

Coffey  was  out  of  town  and  unavailable  for  com¬ 
ment. 

In  a  second  letter  to  Maiella,  Furiow  asserted  that 
“not  even  all  staffers  received  a  plaque,”  and  noted 
that  although  he  did  not  want  a  second  copy  of  the 
book,  she  was  “sending  one  anyway  to  reinforce  the 
Times'  appreciation  of  your  contributions  while  a 
stringer.” 


German 
Newspaper 
For  Olympics 

The  ROCKDALE  CmZEN,  an  ll,OOacirculation 
daily  in  Conyers,  Ga.,  will  join  with  West- 
deutsche AUgemeine  Zeitung,3i  newspaper  based  in 
Essen,  Germany,  to  produce  a  German-language 
newspaper  for  Olympic  participants. 

WAZ  Atlanta  will  be  published  six  days  a  week, 
for  a  total  of  19  issues.  The  content  will  include 
news  from  Germany,  as  well  as  updates  on  the 
games  in  Atlanta. 

It  will  be  printed  at  the  Rockdale  Citizen.’Vhe 
pages  will  be  assembled  at  a  WAZ  newsroom  in 
Essen,  and  at  Oglethorpe  University  in  Atlanta, 
where  WAZ  will  have  a  small  editorial  and  produc¬ 
tion  staff.  The  pages  will  be  sent  electronically  via 
ISDN  lines. 
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BY  MARK  FITZGERALD 


Repeat 

Performances 

Winning  the  Pulitzer  Prize  once  is  an  accomplishment  that 
can  impact  a  journalist's  career.  But  there  are  several  who've 
won  the  coveted  award  more  than  one  time.  Four  of  those 
multi-Pulitzer  winners  discuss  their  feelings  about 
the  prize  in  interviews  below 


Fellowship  Led  To  Pulitzer  Prize 


JMES  V  RISSER  was  a  busy  reporter  in  the  Des 
foines  /?e’gisfer’s  Washington  bureau  in  1973  when 
e  took  a  break  from  day-to-day  journalism  to  take  a 
night  Fellowsliip  at  Stanford  University. 

“One  of  the  reasons  I  took  the  fellowship  was  to 
think  about  how  to  do  better  what  1  did  in  journal¬ 
ism  ....  1  wanted  to  do  more  quality  and  in-depth 
journalism.  And  studying  at  Stanford  —  concentrat¬ 
ing  on  American  history  and  political  science  and 
talking  with  other  fellows  about  what  gave  them  sat¬ 
isfaction  —  I  decided  to  do  less  of  the  routine,  day- 
to-day  coverage  of  what  some  congressman  in  Iowa 
was  doing,  and  put  [journalism]  in  some  context,” 
Risser  recalled. 


Two-time  prize 
winner  James 
Risser  credits 
Knight  Fellowship 
for  helping  him 
win  the  awards 


Three  years  later,  and  again 
three  years  after  that,  Jim 
Risser  won  the  Pulitzer  Prize. 

“I  am  quite  sure  the  fellow¬ 
ship  was  the  reason  for  my 
winning  my  first  Pulitzer,” 
Risser  said. 

Even  now,  the  Knight  Fel¬ 
lowship  and  the  Pulitzer  Prize 
continue  to  intersect  in 
Risser’s  life:  Since  1985,  Risser 
has  been  the  director  of  the  John  S.  Knight  Fellow¬ 
ships  for  Professional  Journalists,  and  since  1990,  he 
has  been  a  member  of  the  Pulitzer  Prize  Board. 

For  Risser,  the  fellowship  has  been  a  chance  to 
“identify  journalists  who  are  already  outstanding 
and  [help]  them  go  back  [to  professional  journal¬ 
ism]  and  do  even  better  woric.  1  feel  I’ve  been  able 
to  add  something  incrementally  to  the  quality  of 
journalism  [practiced]  by  120  American  journalists 
[since  1985]  and  about  half  that  number  of  foreign 
journalists.” 

Like  other  Pulitzer  winners,  Risser  says  journal¬ 


ism’s  big  prize  brought  him  added  respect  and 
stature  —  and  a  quick  promotion. 

“1  was  promoted  to  Washington  bureau  chief, 
which  may  or  may  not  have  happened  anyway  but 
I’m  sure  the  Pulitzer  had  something  to  do  with  it. 
And  1  got  [job  opportunity]  inquiries  from  the  big¬ 
ger  national  papers,”  he  said. 

The  first  Pulitzer  also  “encouraged  me  to  try  to  do 
more  in  journalism”  —  but  it  probably  did  not  influ¬ 
ence  his  reporting  style,  Risser  says. 

Indeed,  where  his  1976  Pulitzer  was  an  investiga¬ 
tive  series  about  corruption  in  the  U.S.  grain  export 
industry,  his  1979  prize  was  for  explanatory  journal¬ 
ism,  an  examination  of  the  agriculture  industry’s 
environmental  legacy. 

As  a  journalism  educator 
now,  Risser  says  he  worries 
about  the  trends  battering  at 
newspaper  journalism:  De¬ 
clining  circulations,  increasing 
concentration  of  ownership 
and  the  like. 

But  he  says  he  remains  very 
optimistic  about  the  state  of 
the  Pulitzers. 

“1  think  the  quality  of  jour¬ 
nalism  1  see  [judging  Pulitzer 
entries]  has  certainly  held  up 
—  and  possibly  improved 
somewhat,”  Risser  said.  “You 
can’t  make  a  judgment  about 
the  quality  of  journalism  in 
general  based  on  the 
Pulitzers,  but  in  terms  of  what 
is  making  it  to  the  final  stage 
of  the  Pulitzer  process  —  it’s 
excellent.” 


Like  other  Pulitzer  winners, 
the  Des  Moines  Register's 
James  Risser  says 
journalism's  big  prize  brought 
him  added  respect  and  stature 
—  and  a  quick  promotion. 
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Three-time 
prize  winner 
Paul  Conrad 
reflects 


The  Liberating 
Effect  Of  Pulitzer 

NJEDITORIAL  CARTOONIST  Paul  Conrad 
le#ts  on  the  Pulitzer  Prize,  he  often  recalls  the 
qlKmon  of  a  Los  Angeles  Times  copy  boy  who  ran 
intW  him  in  an  elevator  the  day  Conrad  had  won  his 
second  Pulitzer. 

“Mr.  Conrad,”  the  youth  asked,  “which  Pulitzer 
Prize  is  heavier  —  the  first  or  the  second?” 

Even  now  —  after  winning  his  first  Pulitzer  at  the 
Denver  Post  in  1S>64  and  two  more,  in  1971  and 
1984,  at  the  Los  Angeles  Times  —  Conrad  says  he  is 
still  stuck  for  an  answer. 

“Quite  frankly,  I  never  expected  to  win  any.  To 
win  three  —  well,  that  was  absolutely  beyond  the 
pale,”  Conrad  said  in  a  telephone  interview  from  his 
Los  Angeles  office. 

But  the  blimt-spoken  Conrad  says  there  is  a  cer¬ 
tain  liberating  effect  that  comes  with  a  Pulitzer. 

“It  makes  you  work  harder,”  he  said.  “You’ve  got 
Pulitzer  attached  to  your  name  and  it  makes  you 
think:  No  more  crap!” 

For  Conrad  that  means  tackling  the 
big  issues,  doing  research  —  “You  get 
the  facts  of  the  case,  find  out  who’s 
right  and  who’s  wrong”  —  and  then 
coming  up  with  strong  images  to  get 
the  point  across. 

Unlike  editorial  cartoonists  who 
divide  their  cartoon  into  panels  and  crowd  them 
with  words,  words,  words,  Conrad  says  he  feels  a  dif¬ 
ferent  imperative. 

“1  go  to  my  wits’  end  to  get  the  printing  out,”  he 
said. 

And  Conrad  adds  that  he  emphasizes  “editorial” 
over  “cartoon.” 

“I’ve  tried  to  come  as  close  to  being  an  edito¬ 
rialist  as  I  can.  I’ll  put  in  a  gag  now  and  then  if  I 
come  up  with  a  good  one.  But  I  think  the  reader 
should  get  something  out  of  [an  editorial  cartoon]. 
God  knows,  the  editorials  are  dull  enough  as  it  is,” 
he  said. 

Conrad  was  one  of  many  editorial  veterans  who 
took  the  Times 
offer  of  early  retire¬ 
ment  several  years 
ago,  but  he  re¬ 
mains  syndicated 
by  the  Ix)s  Angeles 
Times  Syndicate. 
The  Pulitzer,  he 
says,  brought  him 
“respectability”  for 
work  that  did  not 
really  change  before 
or  after  the  prizes. 

“I  never  expect¬ 
ed  one  or  another 
of  the  first  two,” 
Conrad  said.  “The 
third  one  was  really 
so  unexpected  it 
blew  my  mind.” 


“I  never  expected  one  or 
another  of  the  first  two. 

The  third  one  was  really  so 
unexpected  it  blew  my  mind.” 

—  Paul  Conrad 


New  York  Times' 
Anthony  Lewis 
compares  the 
work  he  did  to 
win  his  two  prizes 


Got  His  Job 
Via  The  Pulitzer 

PHRASE  AN  old  ad  campaign.  New  York 
'imes  columnist  Anthony  Lewis  got  his  job  through 
e  Pulitzer  Prize. 

Lewis  was  a  feature  writer  for  the  now-defunct 
Washington  Daily  News  in  1955  when  he  won  his 
first  Pulitzer  for  stories  about  the  effect  the  federal 
government’s  reliance  on  loyalty  oaths  had  on 
employees.  “[Winning]  did  clearly  affect  my  career 
because  I  was  then  hired  by  [James]  ‘Scotty’  Reston 
to  cover  the  Supreme  Court.  That  was  a  direct  rela¬ 
tionship,”  Lewis  said. 

But  the  relationship  pretty  much  ended  there, 
Lewis  says.  He  notes  that  his 
second  Pulitzer  for  national 
reporting  —  awarded  in  1963 
for  coverage  of  the  U.S. 
Supreme  Court  —  resulted 
from  work  that  bore  little 
resemblance  to  his  1955  sto¬ 
ries. 

“It  was  a  different  problem, 
covering  the  Supreme  Court. 
Certainly  it  was  much  different  from  doing  features 
for  an  afternoon  daily.  And  when  I  won  in  1S>63, 1 
was  moved  to  the  London  bureau  and  [the  Pulitzer] 
wasn’t  really  relevant  —  I  was  in  a  different  world, 
writing  as  a  foreign  correspondent,"  Lewis  said. 

In  a  telephone  interview  from  his  Boston  office, 
the  writer  of  the  “Abroad  At  Home/At  Home  Abroad” 
op-ed  column  emphasized  the  “accidental”  element 
of  winning  the  Pulitzer. 

“Obviously,  there  is  a  lot  of  accident  in  who  gets 
a  Pulitzer.  There’s  an  element  of  accident  in  what 
appeals  to  the  selection  committee,”  he  said. 

“But  even  given  that,”  Lewis  added,  “taken  as  a 
whole  I  do  think  [the  Pulitzer]  has  more  value  than 
other  prizes,  as  valuable  as  they  may  be.”  Speaking 
the  day  after  three  Times  colleagues  won  the  1996 
Pulitzers,  Lewis  said  the  Pulitzers  remain  “tremen¬ 
dously  important 
because  they  have 
the  respect  of  jour¬ 
nalists. 

“Many  people 
whom  I  respect 
won  the  prize  this 
year,”  he  said. 

In  addition  to 
the  Times  winners 
and  New  York 
Daily  News  colum¬ 
nist  E.R.  Shipp, 

Lewis  said  he  was 
most  moved  by 
the  award  to  Chris¬ 
tian  Science  Moni¬ 
tor  reporter  David 
Rohde,  who  spent 
nine  days  in  a 
Bosnian  jail  cell 
after  discovering 


”0f  course,  I  never  won  a 
[Pulitzer]  prize  as  a  columnist 
and  I  suppose  one  shouldn't 
be  greedy,  but ... ' 

—  Anthony  Lewis 
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and  writing  about  a  site  that  is  believed  to  contain 
the  mass  grave  of  Muslims  massacred  by  Serbs. 

“I  was  very  much  involved  because  I  worried  for 
his  life,”  Lewis  said. 

In  his  own  case,  Lewis  said,  he  believes  tlie 
Pulitzer  rewarded  what  was,  to  then,  his  best  work. 

“In  the  first  case  . . .  yes,  I  think  it  was  the  best 
thing  I  had  done  at  the  Washington  Daily  News.  In 
1963,  well,  it  was  certainly  a  jam-packed  year  with 
the  reapportionment  cases  and  I  don’t  recall  what 
else,”  Lewis  said,  referring  to  the  Supreme  Court’s 
landmark  one  man/one  vote  decision. 

“Of  course,”  Lewis  added  with  a  laugh,  “I  never 
won  a  [Pulitzer]  prize  as  a  columnist  and  I  suppose 
one  shouldn’t  be  greedy,  but ...” 


The  Pressure 
Of  Pulitzer 

SERTHE  LAST  back  slap,  after  the  final  champagne 
ttle  has  been  drained,  after  the  party  is  over,  tlie 
^tzer  Prize  shows  its  other  face. 

-ib  put  a  certain  amount  of  pressure  on  me.  It 
inflicts  a  kind  of  higher  standard,”  said  Don  Wright, 
who  won  two  Pulitzers  for  editorial  cartooning,  in 
1966  and  1980,  at  the  old  Miami  News. 

And  in  the  end,  Wright  says,  the  journalist’s  final 
judge  is  not  the  Pulitzer  jury  —  but  readers. 

“It’s  certainly  wonderful  to  win  . . .  .The  Pulitzer 
is  something  that  happens  to  you  that  makes  you 
feel  you  are  getting  to  the  top,  professionally.  But  it 
is  the  readers  who  make  the  final  decisions,”  he  said 
in  a  telephone  interview  from  the  Palm  Beach  (Fla.) 

Post,  where  he  has  been  the 
Two-time  winner  editorial  cartoonist  since  the 
r-k  fvr  •  f  j.  Miami  News  was  folded. 

Don  VTrtght  says  “[The  Pulltzer  jury]  is  look- 

the  award  'inflicts  only  at  certain  examples,” 
f  •  j  jr  1  •  1  Wright  continued.  “They 
a  kind  of  higher  neverseeyourwoikonacon- 
Standard'  Slstem  basis. Your  readers  do.” 

Indeed,  Wright  says  that 
he’s  not  sure  if  he  won  his 
Pulitzers  for  his  best  work. 

“I’m  probably  the  worst 
judge  of  my  own  woik,”  he 
said.  “If  you  asked  me  to  pick 
[a  favorite],  it’s  never  the  one 
that  people  talk  of  when  they 
talk  of  a ‘Don  Wright  cartoon.’ 
So  1  just  leave  it  to  other  peo¬ 
ple  to  be  the  judge  of  my 
work.” 

Wright  says  he  worries 
these  days  about  the  fate  of 
the  editorial  cartoon  —  espe¬ 
cially  as  increasing  numbers 
ertain  amount  of  of  papers  enlist  their  editori- 
in  me.  It  inflicts  a  als  in  the  service  of  a  “dull . . . 
(her  standard.”  dumbed-down”  public  jour- 

lon  Wright,  who  won  nalism,  or  eliminate  editorial 
Pulitzers  for  editorial  comment  completely, 
ling,  in  1966  and  1980  “I  don’t  think  this  bodes 


“It  put  a  certain  amount  of 
pressure  on  me.  It  inflicts  a 
kind  of  higher  standard.” 

—  Don  Wright,  who  won 
two  Pulitzers  for  editorial 
cartooning,  in  1966  and  1980 


well  for  editorial  cartoons.  I  think  we  need  to  have 
a  real  dialogue  about  what  constitutes  a  really  good 
editorial  cartoon,”Wright  said. 

In  an  increasingly  “chic  trend,”Wright  argues,  edi¬ 
torial  cartoons  have  become  largely  gags  or  “puns,” 
in  his  words.They  may  be  funny  or  not  —  but  they 
very  often  are  not  true  editorial  comment. 

“Editorial  cartoons  will  continue  to  lose  their 
importance  as  long  as  they  continue  in  this  trend,” 
Wright  said.  “If  we’re  not  stimulating  the  reader, 
there  is  no  reason  to  have  an  editorial  cartoon. We’re 
here  to  guide  readers. 


Washington  Post, 

TCI  Trade 
Cable  Systems 

The  WASHINGTON  POST  Co.  and  Tele-Communica¬ 
tions  Inc.  have  agreed  to  trade  certain  cable  televi¬ 
sion  systems. 

Under  terms  of  the  transaction,  expected  to  close  by 
the  end  of  this  year,  Post-Newsweek  Cable,  a  Post  Co. 
subsidiary,  will  acquire  a  cable  operation  serving  about 
53,000  customers  in  Springfield.  Mo.  TCI,  the  nation’s 
largest  cable  provider,  will  get  a  system  with  48,000 
subscribers  in  Santa  Rosa,  Calif. 

Daniels  &  Associates  were  advisers  in  the  deal. 

“This  trade  furthers  our  strategy  to  increase  holdings 
of  cable  systems  in  nonurban  markets,”  said  Alan  G. 
Spoon,  president  of  the  Post  Co.,  which  publishes  the 
Washington  Post  and  Newsweek  magazine. 

This  is  the  fifth  Post-Newsweek  Cable  acquisition  or 
trade  announced  in  the  last  year.  Collectively,  these  trans¬ 
actions  will  bring  the  company,  which  currently  serves 
562,000  cable  users  in  I6  states,  with  1 10,000  additional 
subscribers. 

Dow  Jones,  ITT 
Complete  TV  Deal 

A  PARTNERSHIP  OF  Wall  Street  Journal  parent  Dow 
Jones  &  Co.  Inc.  and  the  FIT  Corp.  has  completed 
its  purchase  of  WNYC-TV  from  the  city  of  New  York  for 
$207  million.  The  station,  renamed  WBIS-f-,  signals  a  mix 
of  business,  sports  and  entertainment  programming  to 
more  than  6  million  homes  in  metropolitan  New  York. 

NAB  J  To  Relocate 

WHEN  IT  MOVES  from  Reston,  Va.,  to  the  Uni¬ 
versity  of  Maryland  in  October,  the  National 
Association  of  Black  Journalists  will  establish  the 
NABJ  Institute  of  Journalism,  which  will  offer  work¬ 
shops  and  seminars  for  African-American  journalists. 

Its  association  with  the  university  also  will  allow 
NABJ  to  create  the  NABJ  Archives,  which  will  include 
information  about  African-American  journalism  pio¬ 
neers,  original  documents  and  association  records. 

The  NABJ  was  informed  it  would  have  to  leave  its 
headquarters  at  the  Newspaper  Center  when  the 
Newspaper  Association  of  America  armounced  its 
intention  to  vacate  the  building. 
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Reinventing 
the  newspaper 
business 


Breaking  The  Rules 


•^^arrington  is  president  & 
M  m  CEO  of  Thomson 

m  M  Newspapers  This  is  the 

m  M  first  in  a  series  of  articles 
.  mirn  mMLm  coottHnoted  with  the 
American  Press  Institute,  which  is  cele- 
brating  its  50th  anniversary  this  year 


tion:We  were  in  the  newspaper  business. 
All  we  needed  to  do  was  put  out  a  better 
newspaper,  or  raise  rates,  or  cut  costs  or 
sell  more  ads  to  successfully  compete.  Or 
so  we  thought. 

We  Med  to  see  that  our  business  had 
chained,  as  had  our  competition.  We 
became  like  the  bu^y  maker,  striving  to 
make  a  better  bu^y  in  the  age  of  the 
automobile.  As  a  result,  we  seriously  began 
losing  market  share  to  vehicles  such  as 
telemarketing  and  direct  mail.  From  1989 

■  to  1993,  revenue  growth 
declined,  while  expenses 
increased  and  our  profits 
suffered,  dropping  at  a 
compounded  rate  of 
13%  each  year.  That’s  a 
very  serious  decline  and  explains  why  we 
needed  dramatic  action  at  Thomson 
Newspapers  and  wliy  we’ve  needed  to 
break  rules  and  reinvent  the  business. 

We’ve  been  shaking  thir^  up  quite  a 
bit.  We’ve  sold  25  daily  newspapers  in  the 
United  States  and  14  dailies  and  seven 
nondailies  in  Canada.  We’re  now  in  the 
process  of  selling  an  additional  12 
Canadian  dailies  and  two  nondailies. 

We’ve  also  acquired  several  publications 
and  are  reviewing  several  potential  acqui- 
sitioas.  We’ve  reorganized  our  company 
into  strategic  marketit^  groups  (SMGs) 
serving  regional  markets  in  the  U.S.  and 
Canada.  We’ve  entered  into  alliances  with 
technology  companies  to  develop  elec¬ 


tronic  products  and  to  provide  our  cus¬ 
tomers  with  access  to  the  Internet. 

We  are  transforming  Thomson 
Newspapers  to  ensure  our  longterm 
future.  We  have  developed  a  very  clear 
vision  of  what  we  want  to  be:  not  just  a 
newspaper  company  but  a  marketing  and 
communications  company  with  newspa¬ 
pers  as  our  core  product.  We  made  this 
decision  after  an  intensive  review  of  the 
business. 

1  came  on  board  in  1993.  Maybe  it  was 
because  I  didn’t  come  from  a  newspaper 
background,  but  almost  immediately,  I 
noticed  something  interesting  about  the 
dynamics  of  our  business:  27%  of  our  rev¬ 
enues  come  from  circulation,  IQP/o  from 
advertising  and  3%  from  commercial  print- 
ing.To  me,  that  means  we’re  in  the  market¬ 
ing  business  as  much  as  we  are  in  the 
news  and  infiormation  business. 

That’s  why  we  are  transforming 
Thomson  Newspapers  into  a  marketit^ 
and  communications  company.  Our  goal  is 
to  be  a  major  marketing  resource  to  any¬ 
one  selling  goods  and  services  in  our 
regional  markets.  We  want  them  to  come 
to  us,  even  if  our  newspapers  arc  only  one 
of  the  vehicles  they  use  or  even  if  they 
don’t  advertise  in  our  newspapers  at  all. 

As  marketers,  we  will  put  our  heads 
into  the  hats  of  the  businesspeople  in  our 
markets.  We  will  understand: 

♦  Who  they  are  trying  to  reach. 

♦What  methods  they  ^ukl  use  to  dis¬ 
seminate  their  messages. 

♦What  products  and  services  we  can 
create  to  get  them  results. 

That  is  our  new  mission  and  the  key  to 
our  transformation. 

It’s  easy  to  say  we’re  a  marketing  com¬ 
pany,  but  it’s  hard  to  become  one. We’ve 
had  to  tackle  many  problems  at  the  same 
time  that  we’ve  been  transforming  our 
business  on  several  fifonts. 

♦  We’re  moving  toward  more  targeted 


FOR  A  LONG  time  it  was  easy  for  local 
newspapers  to  be  successful.They  domi¬ 
nated  their  markets  —  the  local  firmiture 
store  and  travel  ^ent  didn’t  have  many 
alternatives  for  reaching 
their  customers  so  they 
advertised  in  local  news- 
papers. 

But  by  the  early  1980s, 
profitability  was  being 
threatened.Trends  in  marketing,  advertis¬ 
ing  and  retailing  developed  that  would 
change  our  business  forever.  An  array  of 
alternatives  sprang  up  to  compete  with 
our  newspapers  for  marketing  dollars  —  a 
litany  newspaper  executives  can  probably 
recite  in  their  sleep: 

♦  Niche  products 

♦  Preprinted  circulars 

♦  Cable  television 

♦  Direct  mail 

As  local  markets  became  regional  mar¬ 
kets,  giant  discounters  and  category  killers 
emerged,  and  they  didn’t  need  to  adver¬ 
tise  in  local  newspapers.  Catalogs  and  at- 
home  shopping  services  also  provided  an 
alternative  advertising  source.Taken 
together,  these  trends  delivered  a  major 
jolt  to  our  industry. 

A  study  by  the  Newspaper  Association 
of  America  indicates  that  in  the  United 
States,  from  1970  to  1989,  spending  on 
daily  newspaper  advertising  grew  fiom 
$5.7  billion  in  1970  to  $32.4  billion  in 
1989.  However,  from  1970  to  1991,  the 
industry’s  market  share  dropped  by 
17.8%.  During  the  same  time  period, 
direct  mail  increased  its  portion  by  almost 
38%  and  television  by  almost  18%. 

What  did  we  at  Thomson  Newspapers 
do  in  response?  In  some  cases,  we  gave 
up  the  market. 

Sure,  we  worked  hard.  Very  hard.  We 
made  our  newspapers  more  colorful.  We 
sold  advertisir^  space  harder  and  harder. 
But  we  were  still  trapped  within  a  box. 
Our  vision  was  limited  by  our  self-defini¬ 


Online  discussion  or  comments 
about  Dick  Harrington’s  vision 
of  Thomson  Newspapers 
can  be  foimd  on 
Editor  &  Publisher  Interactive  at 
http://www.mediainfo.com 
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products  and  services. 

♦  We’re  expanding  our  products  into 
electronic  and  high-tech  areas. 

♦  We’re  restructuring  into  SMGs  to  bet¬ 
ter  respond  to  local  market  and  competi¬ 
tive  conditions. 

♦  We’re  developing  new  core  competeiv 
cies  to  better  serve  our  customers’  needs. 

One  example  of  how  we  are  becoming 
more  marketing  ftxxised  can  be  found  in 
the  Columbus,  Ohio,  area.  Obviously,  six  of 
our  newspapers  that  are  located  around 
Columbus  ignored  each  other  instead  of 
using  their  collective  size  to  gain  more 
business.Thcse  newspapers  weren’t  trying 
to  get  the  business  of  merchants  in 
Columbus,  thinking  that  they  were  too 
small  or  too  iar  away  from  Columbus. 

When  we  started  restructuring  our 
newspapers  into  SMGs,  the  newspapers 
around  Columbus  were  grouped  into  a 
self-contained  business  unit  under  one 
chief  executive.  Now  the  newspapers  in 
this  SMG  have  banded  together  and 
gained  quite  a  bit  of  advertising  from  mer¬ 
chants  in  Columbus. 

We  are  taking  this  regional  approach 
throughout  the  United  States  and  Canada, 
giving  us  a  concentration  in  regional  mar¬ 
ketplaces.  We  will  also  maintain  strategic 
stand-alone  properties  in  ke>’  markets 
because  of  their  size  and  because  they  can 
become  the  foundation  for  future  SMGs. 
We  have  sold  or  will  sell  those  businesses 
that  do  not  fit  the  long-term  regional  strat¬ 
egy 

The  reorganization  of  Thomson 
Newspapers  oflfisrs  us  something  besides 
marketing  clout.  It  provides  an  opportuni¬ 
ty  to  build  SMG  teams  with  high  levels  of 
expertise  in  marketing,  human  resources, 
tedmology  and  finance.  It  also  lets  us  opti¬ 
mize  shared  services,  such  as  printing,  dis¬ 
tribution,  accounting  and  telemarketing. 

But  we  aren’t  transforming  Thomson 
Newspapers  to  cut  costs  —  any  savir^ 
are  a  byproduct,  not  a  goal.  Our  transfor¬ 
mation  is  market  drtven,  and  our  real  goal 
is  to  develop  the  ability  to  exploit  product 
opportunities  in  existing  markets. 

To  do  that,  we  are  building  on  our  core 
competencies  in  the  marketplace. We’ve 
defined  these  as: 

♦  Gathering,  analyzing  and  disseminating 
news  and  local  information 

♦  Linking  our  advertisers  with  their  cus¬ 
tomers  or  potential  customers  in  our  local 
and  regional  markets 

♦  Daily,  on-time  delivery  of  products  to 
customers  in  our  geographic  markets 
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About  Thomson 
Newspapers 

Thomson  newspapers  publishes 

82  daily  newspapers  in  the  United 
States  and  21  in  Canada,  as  well  as  sev¬ 
eral  nondailies  and  advertising  and  spe¬ 
ciality  publications  in  both  countries. 

Seven  of  the  daily  newspapers  have  a 
daily  circulation  of  more  than  50,000, 
including  the  national  Toronto  Globe 
and  Mail. 

Thomson  Newspapers’  revenues  in 
1995  were  $1,149.3  (for  continuing 
operations,  dollars  in  U.S.  millions).  The 
newspaper  group  is  owned  by  the 
Thomson  Corporation,  an  approximate¬ 
ly  $7  billion  company  with  activities  in 
specialized  information  publishing  and 
leisure  travel. 


♦  Higlvquality  ofiset  printing 
There  ate  many  ways  we  can  link 

advertisers  with  potential  customers.  As  a 
newspaper  company,  we  had  largely 
ignored  a  host  of  local  print  products  — 
community  newspapers,  shoppers,  direc¬ 
tories,  event  guides,  niche  publications  and 
others.That  has  changed  as  weN’e  focused 
on  developing  our  own  niche  publica¬ 
tions,  viaich  generated  approximately 
$45  million  in  1995  alone. 

We  have  also  acquired  or  launched 
more  than  30  nondaily  newspapers,  and 
advertising  and  specialty  publications. 

These  are  some  of  the  other  things 
we’ve  done: 

♦  In  several  markets,  we’ve  produced 
our  own  automobile  mini-shows.  We  han¬ 
dle  everything  fiom  organizing  the  car 
dealers  to  renting  the  fields  to  providing 
the  hot  dog  stands. 

We  do  all  the  promotion  for  these 
events  —  not  just  newspaper  ads,  but  TV 
ads,  radio  ads  and  circulars. 

♦  In  Wisconsin,  we  have  a  new  group  of 
specialty  products  targeted  at  femilies.We 
launched  CurioClTY,  an  educational  and 
interactive  magazine  for  children  ages 
seven  to  12.  We  also  bought  Metro- 
PARENT,2l  parenting  magazine  for  active 
femilies  and  an  all-encompassing  resource 
guide  covering  issues  fiom  health  and 
education  to  birthday  parties  and  summer 
camps.  An  ofispring  of  MetroPARENT  is 
newBABY,a  complete  resouixre  book  that 
provides  expectant  Emilies  with  practical 
information. 


In  Toronto,  the  Globe  and  Mail  has 
been  working  with  Knowledge  Hus 
Publishing  to  implement  a  comprehensive 
marketing  and  communications  plan  for 
Sunquest  Tours  —  a  discount  pack^er  to 
the  travel  industry.  It’s  based  on  what  we’re 
calling  “interactive  assisted  advertising.” 

We’ve  set  up  Web  sites  and  a  home 
page  for  Sunquest  to  conduct  transactions 
over  the  Internet.  We’ve  used  advertising 
in  tlie  Globe  and  Mail  and  other  forms  of 
promotion  to  get  travel  agents  to  use  the 
service.  We  not  only  get  paid  for  the  adver¬ 
tising,  but  we  also  make  money  fiom  the 
Web  site  and  fiom  each  transaction. 

We’re  also  working  to  develop  new 
core  competencies  in  database  and  elec¬ 
tronic  services.Through  acquisitions  or 
ventures  with  technology-based  business¬ 
es,  we  can  leverage  our  current  position. 

Like  any  newspaper  company,  we  have 
tremendous  database  capabilities  at  our 
fingertips,  a  natural  extension  of  what  we 
do.  We  can  provide  value  by  having  a  data¬ 
base  of  everyone  in  our  natural  market¬ 
place,  so  if  Sears  or  Kmart  or  any  business 
wants  to  enter  the  market,  we  will  pro¬ 
vide  all  the  data  it  needs  about  die  cus¬ 
tomers  in  our  market  and  how  they  can 
be  reached. 

We  will  also  exploit  opportunities  in 
direct  mail  and  telemarketing.  We  will  not 
^ore  the  new  channels  for  distributing 
information,  such  as  audiotex  phone  ser¬ 
vices,  online  services,  CD-ROM  databases, 
the  Internet  and  other  electronic  media. 
Ultimately,  we  will  position  the  business  to 
evolve  into  a  provider  of  maiketit^  and 
communications  products  and  services  of 
the  21st  century. 

The  changes  we  have  been  going 
through,  like  most  changes  in  any  organi¬ 
zation,  have  not  been  easy  for  any  of  us. 
We  have  had  to  open  our  minds  to  new 
ideas  and  new  ways  of  doing  business.  We 
have  had  to  push  ourselves  to  new  limits. 
We  have  had  to  rethink  the  way  we  do 
business  and  be  inventive  in  coming  up 
with  more  efficient  ways.  We  are  constant¬ 
ly  searching  for  opportunities  to  reach  our 
target  audience. 

One  of  the  key  ingredients  to  a 
turnaround  is  changing  the  corporate  cul¬ 
ture.  It  means  getting  all  our  people  on 
board  —  helping  them  understand  our 
mission  and  making  them  true  believ-ers.  It 
means  strategic  management  of  our 
human  resources  and  enormous  training 
to  ensure  that  our  people  have  the  skills 
to  seize  the  opportunities  before  them. 
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We  have  been  dear  and  honest  with 
our  employees  about  the  changes  that  the 
oiganization  is  going  through. 

We  have  created  newsletters  that  specif¬ 
ically  talk  about  our  transformation,  we 
have  put  together  videos  so  that  everyone 
in  the  organization  can  hear  about  the 
changes  occurring,  and  we  hold  confer¬ 
ences  to  let  our  people  know  the  direc¬ 
tion  we  are  heading.  Our  open  communi¬ 
cations  have  helped  gain  buy-in  from  our 
employees. 

We  are  asking  our  people  to  do  things 
they  have  never  done  before;  to  truly 
know  and  antidpate  what  their  customers 
want,  to  develop  and  launch  new  prod¬ 
ucts  and  services,  to  become  entre¬ 
preneurs,  to  take  risks  all  the  time. 

Change  requires  some  risk  and  brings 
the  possibility  of  Mure.  We  have  made  it 
very  dear  that  our  people  won’t  get  in 
trouble  if  they  implement  a  calculated, 
well-conceived  idea  that  doesn’t  succeed. 

One  of  the  keys  to  our  culture  change 
is  a  process  we  call  “Camp  Harrington.” 

Camp  Harrington  is  a  three-day  session 
where  each  of  our  SMGs  redefines  itself. 
The  CEO,  publishers,  key  editors,  and 
maiketing,  advertising  and  circulation  man¬ 
ners  get  together  to  diagnose  each  news¬ 
paper  and  its  departments  and  to  align  ad¬ 
vertising,  editorial  and  circulation  as  teams. 

TTiese  intense  sessions  require  partici¬ 
pants  to  analyze  their  businesses  and  make 
decisions  on  how  they  are  going  to  im¬ 
prove  tlieir  operations.  They  are  followed 
up  by  future  meetings  to  review  the  status 
of  the  projects.  Some  newspapers  go  so 
far  as  revamping  their  mission  statements. 

With  our  new  mission  at  Thomson,  we 
are  not  abandoning  the  newspaper  busi¬ 
ness,  journalistic  prindples  or  the  public 
service  role  that  we  play  in  our  communi¬ 
ties.  Our  editorial  product  is  a  vital  ingredi¬ 
ent  in  our  business  formula.  Only  by 
enhancing  our  value  to  our  readers  can 
we  improve  circulation  and  enhance  our 
value  to  advertisers.That  is  the  virtuous 
circle  that  drives  our  business. 

We’re  holding  focus  groups  to  find  out 
what  our  readers  want  in  our  newspa¬ 
pers.  We’re  not  only  askii^,  but  listening, 
to  what  our  customers  want,  and  then 
incorporating  that  into  our  products.  We’re 
expanding  our  reader  advisory  boards  to 
increase  participation. 

Thomson  Newspapers  was  in  danger  of 
becoming  a  smokestack  company,  but 
now  we  have  the  opportunity  because  of 
the  electronic  age  and  our  new  mission  to 


enter  a  new  era.  Our  strategy  is  a  growth 
strategy. We’re  repositioning  the  oiganizar 
tion  and  investing  extensively  in  our  busi¬ 
ness  so  we  can  fulfill  our  potential  in  the 
marketplace.  Our  transformation  will  take 
some  time,  and  if  we  do  it  right,  it  will 
never  end. 


Yankee  pitcher 
throws  change-up 

New  YORK  YANKEE  pitcher  John 
Wetteland  recently  owned  up  to 
statements  he  made  in  an  interview 
with  a  Canadian  sports  reporter,  after 
initially  denying  them. 

In  late  June,  the  Toronto  Globe  and 
Mail  published  an  article  written  by 
freelancer  Daimy  Gallagher  in  which 
Wetteland  was  quoted  making  unflatter¬ 
ing  statements  about  New  York  City  and 
playing  for  the  Yankees. 

In  the  interview,  Wetteland  said  that 
he  was  unhappy  playing  baseball  in  New 
York  and  wanted  to  play  in  Toronto. 
When  sports  reporters  for  the  New  York 
Post  asked  him  about  his  apparent  state¬ 
ments,  Wetteland  denied  having  talked 
with  Gallagher  and  called  the  article 
“trash.” 

“I  didn’t  say  it.  I  never  talked  to  the 
Globe  and  Mail ....  I  never  talked  to 


Danny  Gallagher,”  Wetteland  told  the 
Post. 

“This  is  unbelievable.  I  come  in  here 
every  day  and  do  my  job.  I  try  to  be  cour¬ 
teous  to  [the  media]  and  this  is  what  I 
get,”  Wetteland  added. 

But  after  Gallagher  produced  a  tape  of 
the  interview,  Wetteland’s  apparent 
moral  outrage  turned  to  embarrassed 
acknowledgment. 

“I  made  some  offhanded  comments 
and  it  was  wrong,”  he  said,  to  the  Post, 
adding  that  he  never  expected  his 
quotes  to  reach  media  outlets  and 
Yankee  management  in  New  York.  “I 
wanted  to  put  this  thing  to  bed  because 
1  knew  this  stuff  was  irrelevant.  I  just 
wanted  it  to  go  away.” 

Gallagher  says  he  considers  the  inci¬ 
dent  over,  but  he’s  glad  he  had  the  tape. 

“I’ve  known  Wetteland  since  1992  — 
we  know  each  other  very  well,  and  I  was 
shocked  and  kind  of  disappointed 
because  most  of  it  is  on  tape,”  he  said. 

“Nothing  was  off  the  record;  every¬ 
thing  was  all  above  board  and  I  think  he 
was  shocked  when  it  got  back  to  New 
Yoik,”  Gallagher  added.  “I’m  disappoint¬ 
ed  with  what  happened.  In  the  past  he’s 
always  been  open  and  frank,  but  I’m  glad 
he  owned  up  to  it  the  next  day. 

“Next  time  he’s  in  Toronto,  I’ll  go  and 
see  what  he  has  to  say.” 

—  Dorothy  Giobbe 


THE  1996a.\AS 
SCIENCE  JOURNALISM 
AWARDS 


American  Association  for  the 
Advancement  of  Science 


Honoring  excellence  in  reporting  on  the  sciences 

Contest  year  is  July  1.  1995  through  June  30, 1996 

Deadline  for  entering  is  August  1,  1996 

Eligible  entries  cover  life,  physical,  and  social  sciences;  engineering  and 
mathematics;  and  policy  issues  grounded  in  science  or  technology 

For  more  information,  contact  the  AAAS  Office  of  Communications,  202-326-6440. 

Sponsored  by  -y- 1 


\y/hitaker 
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COMPILED  BY  IAN  E.  ANDERSON 


Rvssax  MASOmr  LAWRENCE  BL4SKO  j  W.  Cim VINCENT 

SZ2VGL/lIS,who 

president  of  the  newspaper’s  Orange  j  was  with  the  Boston  Globe,  joins  the 

County  edition  and  vice  president  of  j  sports  reporting  staff  in  Albany, 

the  Times.  CHIUS  HAYES,  Sunday  sports  edi- 

i  tor  at  the  Glen  Falls,  N.Y.,  Post-Star,  was 
added  to  the  sports  editing  staff. 

He  succeeds  JOHN  LaROUCHE, 
who  retired. 

Earlier,  Hayes  worked  at  the  Topeka 
(Kan.)  Capital-Journal  and  Dodge  City 
(Kan.)  Daily  Globe. 

BECHETEA  (VICKI)  JACKSON,  Z 
recent  graduate  of  the  Columbia  Uni¬ 
versity  Graduate  School  of  Journalism, 
joins  the  Times  Union's  reporting  staff. 

Jackson  has  previous  experience  with 
the  Dallas  Times-Herald,  Waco  (Texas) 
Tribune-Herald  and  Jet  magazine. 


RENIESEI- 
BONA,  advertising 
manager  and  team 
leader  for  the 
Paradise  Valley 
office  of 
Independent 
Newspapers,  a 
suburban  group 
of  community 
newspapers  in  the  metropolitan 
Phoenix  area,  has  been  named  general 
manager  of  the  Paradise  Valley  office. 

In  this  position,  she  will  oversee  the 
pulishing  of  the  indep)endent’s  two 
weekly  newspapers  in  the  town  of 
Paradise  Valley  and  northeast  Phoenix, 
as  well  as  the  monthly  Paradise  Valley 
Business  Review. 


GINGER  NOLTE 


GINGER  NOLTE,  circulation  market¬ 
ing  manager  at  Charleston  Newspapers, 
the  joint  operating  agency  which  man¬ 
ages  the  business  functions  of  the 
Charleston  Gazette  and  Charleston 
Daily  Mail  in  Charleston, W.Va.,  has 
been  promoted  to  circulation  director. 

Earlier,  she  was  circulation  director  at 
the  Baton  Rouge  (La.)  Business  Report, 
circulation  sales  and  marketing  manager 
at  the  Dunxin^on,WN?i., Herald-Dispatch 
and  coordinator  of  the  newspaper-in- 
education  program  at  the  Shreveport, 
La.,  Times. 


LAWRENCE  G.  BLASKO,  49,  special 
projects  director  for  business  develop¬ 
ment  at  the  Associated  Press,  has  been 
appointed  director  of  AP  Telecommu¬ 
nications.  He  will  report  to  Tom  Bret- 
tingen,  director  of  business  development. 

Previously,  Blasko  has  held  executive 
positions  in  the  news,  communications, 
administrative  services  and  business 
development  departments. 

RICK  HAMPSON  has  been  promot¬ 
ed  to  national  writer  at  AP 

Hampson,  44,  joined  AP  in  1976  in 
Richmond,  Va.,  after  having  worked  at 
the  Holyoke  (Mass.)  Transcript-Telegram. 


I  STEPHANIE  MOORE,  senior  account 
RUSSELL  E,  MARONEY,  publisher  at  i  executive  for  central  and  southern  Ohio 
the  Bay  City, Texas,  Daily  Tribune,  has  I  at  PR  Newswire,  has  been  appointed 

been  appointed  publisher  of  the  New  j  manager  of  the  Cleveland  bureau. 
Albany,  Ind.,  Tribune.  She  succeeds  BOBBIE  REAGAN, 

W.  CURT  VINCENT,  managing  edi-  j  who  moves  to  Los  Angeles  to  assume 
tor  in  Bay  City,  takes  the  same  position  j  the  newly  created  bureau  manager 
at  the  Tribune.  j  post. 

ilf/lRmv.4iVjnR£VFS,  circulation 

manager  in  Bay  City,  becomes  circulation  j  CHARLOTTE  TOMIC,  director  of  news 
manager  at  the  Tribune  in  New  Albany,  j  and  information  at  St.  John’s  University, 

i  has  been  elected  president  of  Women  In 
BAN  HOWLEY,  sports  editor  at  the  j  Communications’  New  York  chapter. 
Albany,  N.Y,  Times  Union,  has  been 

CHARLES  E.  BOTELER /R.,  advertis¬ 
ing  sales  manager  at  the  Altoona  (Pa.) 
Mirror,  has  been  appointed  the  head  of 
the  new  display  advertising  service  the 
Maryland-Delaware-D.C.  Press  Association 
will  be  launching  this  summer. 

The  MDDC  Advertising  Placement 
Service  seeks  to  generate  more  national 
and  regional  advertising  for  member 
newspapers  by  enabling  advertisers  to 
place  ads  in  multiple  maikets  with  a  one- 
order/one-bill  service. 


nn.w.  SING,  38,  a  17-year  veteran  of 
the  Los  Angeles  Times,  was  named  the 
paper’s  business  editor. 

Sing,  who  had  been  deputy  business 
editor  since  1991,  succeeds  Robert 
Magnuson,  who  was  recently  named 


DIRKS,  VAN  ESSEN  &  ASSOCIATES 


We  specialize  in  assisting 
owners  in  exploring  and 
negotiating  the  sale  of 
their  daily  newspapers  or 
non-daily  newspaper 
groups. 


JUBY  OLIVER,  former  production 
supervisor  and  production  manager  at 
the  Philadelphia  Inquirer,  has  joined 
Blevins  Harding  Group’s  team  of  newspa¬ 
per  consultants. 


Lee  Dirks  Owen  Van  Essen 

123  E.  Marcy  St.,  Suite  207,  Santa  Fe,  New  Mexico  87501 
Phone  (505)  820-2700  •  Fax  (505)  820-2900 
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BY  MARK  FITZGERALD 


Name 

Change 


ANADA’S  DAILY  NEWSPAPERS  have  folded  their 
old  trade  association  and  replaced  it  with  one  that 
reflects  the  state  of  their  industry:  Fast-moving, 
cost-conscious  and  dominated  by  a  few  corporate 
owners. 

Officially,  the  new  Canadian  Newspaper  Associa¬ 
tion  replaces  the  Canadian  Daily  Newspaper  Asso¬ 
ciation  and  the  Newspaper  Marketing  Bureau  on 
Oct.  1. 

Unofficially,  the  CNA  has  been  in  business  since 
April  30,  when  an  industry  task  force  recom¬ 
mended  scrapping  the  CDNA  and  NMB  and  creat¬ 
ing  an  association  with  a 
much  tighter  management 
and  mission. 

The  Canadian  reorgani¬ 
zation  comes  four  years 
after  the  United  States 
newspaper  industiy  com¬ 
pleted  its  own  reorganiza¬ 
tion  by  folding  the  old 
American  Newspaper  Pub¬ 
lishers  Association,  the 
Newspaper  Advertising 
Bureau  and  five  other  mar¬ 
keting  associations  into 
the  Newspaper  Associa¬ 
tion  of  America. 

However,  unlike  the 
NAA  process  —  which 
took  several  years  of  pub¬ 
lic  and  private  wrangling 
to  achieve  —  Canada’s 
newspapers  reorganized 
themselves  in  just  six 
months. 

“I  think  everything 
went  remaricably  well  all 
things  considered,”  said 
Roger  Parkinson,  the  Amer¬ 
ican  who  is  publisher  of 
Canada’s  biggest  newspa¬ 
per,  the  Toronto-headquar¬ 
tered  Globe-&  Mail. 

Of  course,  in  an  industry 
that  counts  Conrad  Black 
and  Pierre  Peladeau  among 
its  heavyweights  —  and 
that  is  attracting  unwel¬ 
come  attention  from  fed¬ 
eral  and  provincial  regula¬ 
tors  for  its  concentrated 
ownership  —  there  were 


hiccups  in  the  process. 

A  July  1  deadline  to  hire  a  chief  executive  officer, 
for  instance,  slipped  and  Parkinson  has  found  him¬ 
self  far  more  visible  in  the  organization  than  he 
intended. 

The  idea  that  the  CDNA  needed  to  be  reformed 
had  been  kicking  around  the  industry  for  a  long 
time,  Parkinson  said,  although  mostly  for  budgetary 
rather  than  mission  reasons. 

At  bottom,  CDNA  had  one  structural  flaw  that 
inhibited  its  effectiveness:  “CDNA  and  NMB  were 
primarily  led  by  the  publishers  and  executives  of 
[individual]  newspapers,  but  had  been  paid  for  by 
the  corporations,”  Parkinson  said. 

In  addition,  there  was  a  feeling  that  CDNA  did  not 
have  a  clearly  defined  purpose. 

Not  surprisingly,  the  corporations  frequently  won¬ 
dered  what  they  were  getting  from  CDNA. 

And  in  Canada’s 
newspaper  indus¬ 
try,  corporate  own¬ 
ership  carmot  be 
ignored  for  long. 

“The  newspa¬ 
per  industry  in 
Canada  is  quite  dif¬ 
ferent  from  the 
U.S.  .  .  .  Seven 
companies  .  .  . 
control  something 
like  80%  of  circula¬ 
tion  and,  therefore, 
the  corporate  own¬ 
ers  are  more  impor¬ 
tant  in  Canada  than 
in  the  U.S.,”  Parkirv 
son  said. 

The  impetus  to 
reorganize  came 
earlier  this  year 
when  longtime 
CDNA  executive 
director  John  E. 

Foy  announced  his 
intention  to  resign 
effective  June  30. 

Parkinson  organ¬ 
ized  an  informal 
group  of  represen¬ 
tatives  from  the 
major  chains  to 
(See  Name  on 
page  38) 


Canadian  newspaper 
industry  consolidates 
its  trade  associations 
in  a  move  much  like 
its  U.S.  counterparts 
did  four  years  ago 


"The  newspaper  industry  in  Canada 
is  quite  different  from 

the  U.S _ Seven  companies . . . 

control  something  like  80%  of 
circulation  and,  therefore,  the  cor¬ 
porate  owners  are  more  important 
in  Canada  than  in  the  U.S." 

—  Roger  Parkinson,  publisher, 
Toronto  Globe  &  Mail 


JVl. 


lANAGEMENT 

Operations  Analysis 
AND  Solutions 

Currow  &  de  Montmollin,  Inc., 
conducts  operational  reviews  of 
circulation,  advertising  and  other 
departments  to  identify  and 
eliminate  barriers  to  increased 
revenue  generation  and  in^oved 
operating  efficiency. 

C&de  is  a  full-sCTvice  newspaper 
consulting  company,  run  by 
former  newspaper  executives, 
that  also  provides  tempcwary 
turnaround  management, 
executive  search  and  placement, 
and  a  broad  range  of  marketing 
services. 


clvde 


Clirrcw'  &  DE  Montmollih  Inc 


Newspaper  Management  t 
•  Consultants  -1 


7010  S.W.  54th  Street 
Miami,  Florida  33155-5624 
(305)  662-8924  •  FAX  (305)  C65-1563 
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ADVERTISING/PROMOTION 


BY  LAURA  REINA 

Auto  Dealer 
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Dissatisfied 
with  the  local 
JOA  -operated 
papers,  they 
start  their  own 
weekly 


Revolt  In  El  Paso 


El  PASO, TEXAS,  auto  dealers,  who  said 
they  were  dissatisifed  with  the  local 
newspapers’  advertising  rates  and  distri¬ 
bution,  have  started  their  own  free, 
weekly  paper  with  cooperation  from  ad 
agency  executives  in  the  market. 

El  Sol  debuted  this  spring. 

The  auto  dealers  say  market  penetration  prob¬ 
lems  led  to  their  decision  to  pull  their  ads  from  the 
maricet’s  mainstream  dailies  and  start  their  own 


paper. 


They  claim  it  is  hard  to  get  total  penetration  in 
the  El  Paso  market,  despite 
the  presence  of  two  main- 
Stream  dailies  woriung  under 
a  joint  operating  agreement 
—  Gannett’s  El  Paso  Times, 
the  morning  paper,  and 
Scripps  Howard’s  El  Paso 
Herald-Post,  the  evening 
paper.  There  are  three 
Hispanic  dailies  in  the  mar¬ 
ket,  as  well. 

Advertisers  say  they  need  to  place  ads  in  all  five 
of  the  newspapers  in  order  to  reach  the  entire  El 
Paso  market  —  which  has  a  sizable  Hispanic  popu¬ 
lation. 

Brad  Cooper,  editor  of  El  Sol,  and  president  of 
advertising  agency  Di  Bruyn,  Cooper,  and 
Maldonado,  in  El  Paso,  claims  that  even  on  Sunday, 
the  El  Paso  Times  only  reaches  about  100,000  peo¬ 
ple. 

The  auto  dealers  say  they  favor  print  advertising 
but  feel  the  ad  rates  in  the  market’s  newspapers 
keep  rising  and  the  cost  to  advertise  in  all  of  them 
to  get  the  desired  penetration  is  prohibitive. 

“Automotive  dealers  feel  they’re  a  victim  of  the 
daily  press,  especially  in  cities  where  there’s  only 
one  newspaper,”  said  Cooper,  referring,  in  this  case, 
to  the  JOA  where  the  advertising  side  of  the  news¬ 
papers  are  operated  jointly. 

Kelly  Duke,  owner  of  Duke  Advertising  and 
Marketing  in  El  Paso,  helped  the  auto  dealers  put 
together  their  newspaper.  She  is  now  president  of 
El  Paso  Free  Press  Inc.,  the  company  which  puts 
out  El  Sol. 

El  Sol  is  being  bagged  and  delivered  by  carriers 
to  about  150,000  homes  in  the  El  Paso  market. 
Between  20,000  to  25,000  copies  appear  in  racks, 
said  Cooper. 

“Our  goal  was  to  create  a  weekly  that  was  inter¬ 
esting  to  read  and  also  an  efficient  delivery  sys- 


Waso  auto 
liars'  new  weekly  newspaper 


Mate  lOtimes  as  much  mo^ 


tern,”  remarked  Cooper. 

But  readers  won’t  find  any  hard  news  in  El  Sol. 
Cooper  described  the  paper’s  editorial  as  having  a 
“lifestyle  attitude.” 

Editorial  content  is  provided  by  local  freelancers 
and  syndicates.  Since  about  73%  of  El  SoFs  readers 
are  Hispanic  who  use  English  as  their  first  lan¬ 
guage,  he  said,  much  of  the  editorial  centers 
around  cultural  issues. 

Cooper  said  he  has  a  journalism  degree,  as  do 
about  five  other  employees  at  his  ad  agency. 

While  El  SoFs  advertisers  are  almost  exclusively 
auto  dealers,  there  are  some  who  have  chosen  not 
to  buy  in  the  new  paper,  and  have  stayed  with  the 
dailies. 

Four  of  the  market’s  auto  dealers  refused  to  par¬ 
ticipate  in  the  creation  of  the  newspaper. 


ADVERTISiNG/PROMOTION 


Diario  De  Juarez,  a  daily  out  of  De 
Juarez,  Mexico,  just  across  the  border 
firom  El  Paso,  is  handling  El  Sots  print¬ 
ing,  and  has  helped  the  new  paper  form 
its  sales  staff,  Duke  said. 

“We  feel  other  cities  are  watching, 
wondering  if  we  can  puU  this  off,” 
remarked  Cooper. 

Tom  Fenton,  editor  and  publisher  of 
El  Paso  Inc.,  a  local  business-to-business 
magazine,  admits  that  El  Sol  is  “an  inter¬ 
esting  deal.” 

If  a  disparate  group  like  car  dealers 
can  come  together,  put  their  differences 
aside,  and  start  a  newspaper,  one  can’t 
help  but  take  notice,  he  said.  But  now 
that  this  group  has  come  together,  they 
must  stay  together,  he  added. 

Fenton  pointed  out  that  the  newspa¬ 
per  was  not  created  as  a  response  to  a 
widespread  demand  among  readers  and 
all  the  advertisers  in  the  market;  it  exists 
because  the  car  dealers  wanted  a  better 
vehicle  in  which  to  distribute  their 
advertising  messages. 

Fenton  also  pointed  out  that  the  El 
Paso  Times  and  El  Paso  Herald-Post  put 
out  a  joint,  total  maricet  coverage  prod¬ 
uct  that  offers  a  competitive  buy. 

“We’ll  have  to  wait  and  see  how  it’s 
played  out,”  said  Fenton. 

Mike  Price,  ad  director  for  the  El 
Paso  Times,  said  he’s  not  worried  yet 
about  the  impact  El  Sol  will  have  on  his 
paper’s  ad  sales. 

“It’s  too  early  to  say,”  he  said. 

Some  auto  dealers  have  decreased 
their  advertising  with  the  Times  and 
Post-Herald,  but  some  have  increased 
their  placements,  said  Price. 

“I’d  like  to  think  [advertisers]  see  us 
as  a  better  value,”  he  said. 

Price  pointed  out  one  more  thing  he 
feels  is  an  advantage  to  the  JOA-operat- 
ed  newspapers. 

To  survive,  he  said,  newspapers  have 
to  deliver  to  readers,  not  just  to  house¬ 
holds. 


p.m.  news;WLTV  will  mention  El  Nuevo 
Herald  “next-day”  stories  on  the  6  p.m. 
news;  the  paper  will  insert  a  WLTV’  ad  by 
its  television  programming;  the  paper 
and  the  station  will  share  resources  and 
talent  when  appropriate;  the  paper  will 
incorporate  the  WTTV  meteorologist 
John  Morales’ forecast  in  the  weather  sec¬ 
tion,  and  will  run  jt^t  forecasts  during 
hurricane  season  and  other  appropriate 
times. 


down  .5%  for  Sunday  papers,  and  up 
2.2%  for  daily  and  Sunday  combined. 

Preprint-local  advertising  was  down 
8.9%  for  daily  papers,  up  4.4%  for 
Sunday  papers,  and  down  4.4%  for  daily 
and  Sunday  combined.  Preprint-national 
is  up  42.7%  for  daily  papers,  up  .3%  for 
Sunday  papers,  and  up  .2%  for  daily  and 
Sunday  combined. 

The  number  of  papers  included  in 
this  compilation  is  1 10,  with  a  combined 
daily  circulation  of  5.9  million,  Sunday 
circulation  of  1  5  million,  and  combined 
daily  and  Sunday  circulation  of  7.2  million. 


Management  reporting  Service’s 
quarterly  ROP  advertising  linage 
compilation  revealed  the  following 
results  for  the  first  quarter  of  1996: 

Local  advertising  was  down  7.9%  for 
daily  papers,  was  down  8%  for  Sunday 
papers,  and  down  4.1%  for  daily  and 
Sunday  combined. 

National  advertising  was  down  10.8% 
for  daily  papers,  was  down  .1%  for 
Sunday  papers,  and  down  6.2%  for  daily 
and  Sunday  combined.  Classified  adver¬ 
tising  was  down  .1%  for  daily  papers. 


Moneymaking 

Ideas? 

DO  YOU  HAVE  any  successful,  inno¬ 
vative  marketing  or  promotion 
ideas  that  you  would  like  to  share  with 
other  newspapers? 

If  you  do,  send  the  details  in  writing  to 
E&P  executive  editor  John  Consoli.  He 
will  select  the  best  for  publication  in 
upcoming  issues. 


1  GO  wrm  CusTH 

AND  WILL  BE  AT 


Newspaper, 

TV  Partnership 

NUEVO  HERALD  and  WLTV- 
JC  Channel  23,  south  Florida’s  largest 
Spanish  language  news  providers, 
formed  a  partnership  in  order  to  provide 
the  most  informative  news  coverage 
available  in  Spanish. 

This  alliance  includes:  WLTV-Channel 
23  will  give  the  paper  a  block  on  the  1 1 


July  6, 1996  ■  Editor  &  Pubusher 


BY  DEBRA  GERSH  HERNANDEZ 

Conservative 
Group  Targets 
‘Liberal’  Media 

■F^ASHINGTON,  D.C.-based  Media  Research 
Eenter  is  planning  to  give  the  liberal  media  a  $2.8- 
■lillion  reality  check. 

K..The  multimillion-doUar  campaign  is  designed  “to 
expose  for  the  American  electorate  the  blatant  left- 
wing  agenda  that  has  made  a  mockery  of  the  tenn 
‘objective  journalism,’  ”  said  MRC  chairman  L.  Brent 
Bozell  in  during  a  press  conference  announcing  the 
project. 

“We  are  not  here  today  to  prove  a  blatantly  obvi¬ 
ous  anti-conservative  bias  in  the  press.  We  have 
proven  that  for  almost  a  decade,”  Bozell  said.“We  are 
here  to  demand  an  end  to  the  nonstop  media 
onslaught  against  the  conservative  movement  — 
against  our  ideas,  our  character  and  our  leaders.  We 
are  here  to  demand  that  the  media  be  fair  and  bal¬ 
anced  —  for  once.” 

Called  “Media  Reality  Check  ’96,”  the  campaign  is 
aimed  at  the  public,  rather  than  the  media,  and  will 
include; 

♦  Network  news  tracking  to  “not  only  document 
bias”  but  also  show  how  the  coverage  allegedly  is 
pro-Clinton  and  anti-conservative. 

♦  An  exclusive  focus  on  campaign  coverage  in  all 
MRC  monthly  and  biweekly  publications. 

♦  Promoting  the  book  Pattern  of  Deception:  The 
media  role  in  the  Clinton  presidency,  by  MRC 
senior  analyst  Tim  Graham,  which  includes  appear¬ 
ances  on  talk  radio  shows  hosted  by  G.  Gordon 
Liddy,  Oliver  North  and  Rush  limbaugh. 

♦  Coordination  with  radio  talk  shows,  providing 
them  with  “up-to-the-minute  evidence  of  left-wing 
bias  in  the  establishment  press,”  as  well  as  inter¬ 
views  with  MRC  spokesmen. 

♦  An  MRC  Web  site  for  the  public  and  media,  as 
well  as  e-mail  to  opinion  leaders  “for  a  rapid 
response  to  media  bias.” 

♦  Two-page  “blast  fax”  rebuttals  to  be  sent  to  over 
1,500  media  and  political  sources  as  warranted. 

♦  A  daily  newsletter  published  during  the  party 
conventions,  as  well  as  media  dossiers  for  delegates, 
and  possibly  a  daily  national  radio  feed. 

♦  Grass-roots  campaigns  featuring  bumper  stick¬ 
ers,  pens,  refrigerator  magnets  and  the  like  with  the 
tag  line  “I  don’t  believe  the  liberal  news  media.” 

♦  A  paid  advertising  campaign  targeted  to  conser¬ 
vative  newspapers,  magazines  and  radio  talk  shows. 

“By  no  means  do  we  suggest  —  I  want  to  under¬ 
score  this  emphatically  —  that  all  reporters  in  the 
national  press  are  culpable,”  Bozell  said.  “Many  have 
distinguished  themselves,  and  continue  to  distin¬ 
guish  themselves,  with  their  dedication  to  balance 
and  fairness. 

“And  that’s  all  we  conservatives  are  asking  for  — 
but  this  year  we  are  demanding  it,”  he  added. 

(See  Bias  on  page  39) 


STOCK  TABLES 

Editor  &  Publisher 
U.S.  Media  Stock  Values 

(Weekly  Closing  Quotes) 


STOCK 

7/2/96 

6/26/96 

7/5/95 

A.H.  Belo  Corp.  (NY) 

37.50 

36.75 

31.25 

American  Media  Inc.  (NY) 

5.125 

4.625 

6.625 

Central  Newspapers  Inc.  (NY) 

37.125 

36.75 

29.50 

Dow  Jones  &  Co.  Inc.  (NY) 

41.875 

40.25 

36.75 

Gannett  Co.  Inc.  (NY) 

69.75 

68.625 

54.00 

Gray  Comm.  Sys.  (NY) 

22.75 

23.00 

19.333 

Harte-Hanks  Comm.  (NY)* 

27.75 

26.875 

16.833 

Hollinger  International  (NY)# 

11.375 

10.625 

10.50 

Knight-Bidder  Inc.  (NY) 

73.375 

71.625 

56.50 

Lee  Enterprises  Inc.  (NY)** 

23.625 

22.50 

19.25 

McClatchy  Newspapers  Inc.  (NY) 

27.375 

26.625 

22.25 

Media  General  Inc.  (AM) 

36.625 

35.50 

32.75 

New  York  Times  Co.  (AM) 

32.25 

31.75 

23.625 

Pulitzer  Publishing  Co.  (NY) 

59.125 

56.125 

42.125 

E.W.  Scripps  Co.  (NY) 

47.00 

44.75 

32.125 

Times  Mirror  Co.  (NY) 

44.25 

44.125 

24,00 

Tribune  Co.  (NY) 

73.625 

72.75 

60.75 

Washington  Post  Co.  (NY) 

319.50 

316.125 

260.50 

*  Adjusted  for  3  for  2  stock  split  as  of  12/95 
**  Adjusted  for  2  for  1  stock  split  as  of  12/8/95 

#  American  Publishing  merged  with  Hollinger  Inc.  as  of  10/13/95 
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STOCK 

6/26/96* 

6/25/96 

7/5/96 

Hollinger  Inc.  (a) 

10.65 

10.75 

12.125 

News  Corp.  Ltd.  (c) 

23.50 

23.50 

22.75 

Pearson  Ltd.  (b) 

6.62 

6.64 

6.11 

Quebecor  Inc.  Class  A  (a) 

21.35 

21.65 

19.875 

Reuters  Holdings,  ADR  (c) 

73.50 

70.75 

51.25 

Southern  Inc.  (a) 

16.10 

16.00 

14.25 

Thomson  Corp.  (a) 

21.60 

21.60 

18.75 

Toronto  Sun  Publishing  Corp.  (a) 

16.00 

16.150 

11.375 

Torstar  Corp.  (a) 

25.30 

25.35 

21.75 

(a)  Quotes  are  in  Canadian  dollars 

(b)  Quotes  are  in  British  pounds 
(cj  Quotes  are  in  U.S.  dollars 

*7/1/96  Not  available  due  to  Canadian  holiday 
Prepared  for  by  Schroder  Wertheim  &  Co.  Inc. 
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els?  Subscription  strategies,  single  copy 
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newspapers  accessible  through  the  Internet. 
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operate  on  proprietary  online  services.  And  the 
number  of  newspapers  offering  audiotex  and 
other  interactive  services  continues  to  increase. 
Where  are  these  newspapers  getting  the  equip¬ 
ment,  advice  and  services  needed  to  establish 
and  maintain  effective  interactive  services?  This 
Second  Annual  Directory  of  Interactive  Products 
and  Services  is  the  industry's  comprehensive 
guide  with  listings  by  company,  business  type, 
service  category,  and  specific  service. 
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Sales-suppfjti 
software  loaded 
otito  laptops 
keeps  staffers 
in  the  field 
selling  ads 


BY  JIM  ROSENBERG 


ty  for  salespersons  and  their  newspapers.  Another 
vendor’s  product  promotion  echoes  remarks  heard 
in  all  five  exhibitors’  booths.  It  calls  its  product  “a 
tool  that  can  convert  sales  reps  from  order  takers 
to  advertising  consultants.” 

The  price,  portability  and  promised  productivity 
make  tor  attractive  products. 

“We’re  talking  to  a  couple  of  customers  that 
want  to  get  there  real  fast,”  said  Publishing  Partners 
International  sales  manager  Ed  Slattery.  He  said  PPI 
is  looking  only  to  accommodate  the  technology, 
not  to  resell  the  products. 

After  enhancing  its  Advertising  Management 
System  to  work  in  graphical  fashion  with  database 
marketing  data,  PPI  began  talking  with  several 
providers  of  mobile  ad  sales  systems,  said  Slattery, 
with  the  object  of  ensuring  AMS’s  compatibility 
with  those  systems.  Like  AMS,  portable  systems  typ¬ 
ically  rely  on  a  Windows  client/SQL  server  architec¬ 
ture,  with  some  of  the  same  off-the-shelf  applica¬ 
tions. 

“We  will  set  up  our  database  so  that  an  outside 
sales  rep  can  access”  relevant  information,  said 
Slattery.  AMS’s  ability  to  merge  and  display  demo¬ 
graphic  and  geographic  marketing  data  on  area 
maps  seems  a  natural  fit  for  the  portable  systems. 

Slattery  said  PPI  wants  to  move  the  mapping 
capability  available  to  display  and  classified  ad 
staffers  from  the  desktop  to  the  laptop.  Now  able 
to  isolate  information  by  Zip  code,  PPI  is  woridng 
on  display  at  the  neighborhood  level. 

With  one  or  two  exceptions,  the  portable  prod¬ 
ucts’  current  versions  incorporate  in  some  form 
the  following  capabilities  and  resources:  contact 
management  and  customer  information, 
data  on  competing  media,  ^ 


More  processing  power,  memo¬ 
ry  and  storage,  Easter  communica¬ 
tions,  sleek  integration  of  applica¬ 
tions  software  and  the  availability 
of  in-house  and  third-party  market¬ 
ing  data  promise  to  free  ad  sales  staff  to  spend  less 
time  in  the  office  and  more  time  with  advertisers. 

This  laptop  liberation  is  a  long  way  from  simple 
contact-management  software  and  stand-alone  pre¬ 
sentation  programs.  At  Nexpo  ’96  in  Las  Vegas  last 
month,  five  companies  offered  software  systems 
that  pack  more  selling  power  into  sales  reps’  note- 
book  computers  than  most 
staffers  could  summon  on 
their  desktop  PCs  only  a  few 
years  ago. 

The  products  differ  in 
price,  platform,  functional 
organization,  number  and 
nature  of  features  and 
amoimt  of  customization  pos- 
sible,  as  well  as  by  their  ori¬ 
gins:  a  major  systems  integra¬ 
tor,  a  huge  newspaper  publisher’s  subsidiary  and 
developers  of  software  for  presentations,  sales 
automation  and  newspaper  business  systems. 

Though  the  vendors’  varied  enterprises  may  sug¬ 
gest  products  with  special  emphases,  in  general 
their  systems  are  remarkably  similar  in  type  and 
range  of  functions,  no  doubt  because  they  must  ful¬ 
fill  the  same  basic  requirements  to  support  sales 
staff  —  whether  at  the  newspaper,  an  advertiser  or 
prospect’s  business,  at  home,  in  a  car  or  a  bar, 
almost  anywhere. 

Vendors  argue  that  their  products  can  signifi¬ 
cantly  increase  the  percentage  of  ad  sales  reps’ 
time  spent  actually  visiting  advertisers  and 
prospects,  which  they  variously  estimate  at  only 
20%  or  25%. 

In  a  remark  applicable  to  the  entire  class  of  ^ 
products,  an  executive  said  of  one  company’s  \ 
system,  “The  whole  purpose  of  it  is  to  keep  peo-  \ 
pie  out  in  the  field  longer  to  be  selling  longer.”  \ 
And  selling  better:  The  hope  is  that  by  giving  \ 
staffers  immediate  access  to  their  own  sales 
resources  and  to  data  that  advertisers  need  to 
make  informed  decisions,  those  decisions  can  be 
made  and  ad  sales  closed  without  requiring  return 
visits,  foxes  or  phone  calls  and  giving  newspapers  a 
competitive  advantage  over  other  media. 

Those  informed  decisions  presumably  lead  to 
smarter  choices,  better  ads  and  enhanced  credibili¬ 


Adesign  screen  from  SoftAd's 
Media  SalesExcelerator 
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access  to  pertinent  demographic  data, 
generation  of  reports,  correspondence, 
proposals  and  presentations,  e-mail  and 
fax,  word  processing,  spreadsheet,  print 
production  information,  rates  and 
schedules,  display  and  transmission  of 
spec  ads  for  modification  and  approval, 
and  ad  order  entry. 

Owing  to  integration  of  the  various 
software  components,  data  can  be 
shared  among  many  of  the  applications. 
Programs  or  information  not  included  in 
the  systems  can  be  separately  loaded, 
and  accessed,  on  an  ad  rep’s  laptop. 

Communication  capabilities  allow 
members  of  a  mobile  sales  force  to  stay 
in  touch  —  with  each  other  and  with 
servers  that  link  staffers  in  the  field  to 
ad  production,  billing  and  database  mar¬ 
keting  systems  at  the  newspaper. 

THE  PLAYERS 

All  the  systems  are  designed  specifi¬ 
cally  for  newspapers.Those  from 
Electronic  Data  Systems  Corp.  and 
Gannett  Media  Technologies 
International  were  developed  in  part¬ 
nership  with  particular  customers. 
Products  from  Geac  Computers  Inc.’s 
VisionShift  division  and  Media 
Marketing  Inc.  were  outgrowths  of  the 
vendors’  existing  newspaper  products. 
In  contrast,  that  from  SoftAd  Inc.  draws 
on  the  company’s  expertise  in  creating 
sales  and  marketing  software  for  two 
dozen  different  industries. 

I’he  evolution  of  what  amounts  to  a 
new  class  of  products,  including  its 
market  and  its  developers,  remains 
unclear.  Some  reports  of  talks  between 
vendors  remain  unconfirmed,  but  at 
least  one  arrangement  —  a  joint  mar¬ 
keting  and  technology  sharing  agree¬ 
ment  —  was  armounced  just  before 
Nexpo,  where  one  of  the  vendors  also 
discussed  sales  to  a  competitor’s  cus¬ 
tomers,  wliile  the  competitor  disclosed 
talks  with  at  least  two  specialty  soft¬ 
ware  suppliers. 

In  the  early  1990s,  EDS,  headquar¬ 
tered  in  Plano,Texas,  undertook  a  sales 
force  automation  project  for  the  New 
York  Times.  The  idea  was  to  shorten  the 
entire  sales  process  by  capturing  and 
managing  pertinent  information, 
improving  sales  staff  interaction,  reduc¬ 
ing  in-office  time  sf>ent  on  clerical  and 
administrative  tasks  and  enhancing  cus¬ 
tomer  contact  by  putting  the  informa¬ 
tion,  communication  and  “paperwork” 
into  software  on  a  portable  computer. 

The  project  resulted  in  ASIS,  the 


At  Nexpo  '96  in 
Las  Vegas  last  month, 
five  companies  ojfered 
software  systems  that 
pack  more  selling  power 
into  sales  reps’  notebook 
computers  than  most 
staffers  could  summon 
on  their  desktop  PCs 
only  a  few  years  ago 

Advertising  Sales  Information  System 
used  at  the  Times  and  expected  to  be 
adopted  soon  by  the  Boston  Globe. 

“The  primary  market  for . .  .ASIS  is 
very  large  newspapers,”  and  “primarily” 
for  those  using  Neasi-Weber’s  AdMarc 
advertising  and  accounts  receivable  sys¬ 
tem,  said  EDS  senior  systems  engineer 
John  Simmons,  who  noted  EDS’s  work 
with  New  York  Times  and  Los  Angeles 
Times  AdMarc  specialists.  But  EDS  will 
customize  as  needed.  Gt’s  working  with 
a  billing  system  developed  in-house  at 
the  Globe.') 

“Basically  it  comes  down  to  what  the 
cost  drivers  are  for  a  system  like  this,” 
said  Simmons,  noting  that  EDS  is  pre¬ 
pared  to  design  similar  systems  for  small 
to  mid-size  dailies. 

EDS  showed  a  prototype  of  an  alter¬ 
native  for  the  middle  market  that 
Simmons  called  “simpler  to  implement” 
and  that  he  said  “brought  down  costs 
significantly.” 

The  Virtual  Sales  Office  contains  the 
basic,  necessary  functions,  but  not  all 
those  built  into  ASIS.  Simmons  attributed 
the  limitations  and  simplicity  to  the 


VSO’s  Web  browser  user  interface.  It  can 
be  made  to  function  with  any  other 
Web-compatible  system,  he  said. 

At  about  the  time  that  EDS  and  the 
Times  were  collaborating,  the  Garmett 
Co.  considered  arming  its  salespeople 
with  laptops. 

Wrthin  a  few  years  it  had  its  Mobile 
Advertising  Sales  System,  “developed  by 
Gannett  for  its  own  properties,”  said 
MASS  national  account  manager  Bill 
Farley.  It  also  had  a  new  subsidiary, 
Cincinnati-based  Gannett  Media 
Technologies  International,  to  sell  and 
develop  MASS  and  other  products 
inside  Gannett  and  to  other  companies. 

Gannett  originally  selected  a 
Maryland  company,  RWD  Technologies, 
to  develop  a  system  to  automate  an 
order-entry  process  that  had  depended 
on  data  entry  from  handwritten  infor¬ 
mation  —  errors  from  which  exceeded 
$4  million  annually,  according  to  Farley. 

Gannett  realized  it  also  needed  to 
make  account  information  readily  acces¬ 
sible,  and,  said  Farley,  it  believed  it  could 
generate  more  business  by  allowing 
sales  reps  to  do  their  jobs  more  effi¬ 
ciently  and  creatively  by  exploiting 
newly  available  research  tools. 

Today,  MASS  is  used  by  more  than  40 
Gannett  newspapers  and  McClatchy’s 
flagship,  the  Sacramento  Bee.  At 
Nexpo,  Farley  reported  GMTI  has  10  to 
12  “solid  prospects”  outside  the  Gannett 
organization. 

Farley  maintained  that  a  newspaper 
using  MASS  to  its  best  advantage  can 
recoup  its  cost  in  about  a  year  from 
new  ads  or  advertisers  —  although  he 
conceded  cost  justification  is  difficult 
owing  to  uncertainty  that  a  given  ad  or 
account  might  not  have  been  sold  with¬ 
out  an  assist  from  MASS. 
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lopes  to  beef  up  MASS 
software  from  other  suppliers. 
While  it  continues  to  look  for  a  compet¬ 
itive  anal)'sis  product,  Fariey  said  GMTI 
“had  talks  already  underway  with  Multi- 
Ad  Services”  (which  packages  its  own 
popular  products  in  the  new 
Powerbook-based  Multi-Ad  Sales  Edition, 
a  portable  spec  ad  preparation  plat¬ 
form)  and  soon  will  be  talking  to 
Claritas. 

“It’s  our  intent  to  enter  into  a  busi¬ 
ness  relationship  with  them,”  said  Farley, 
citing  an  interest  in  Peoria-based  Multi- 
Ad’s  ReCas  for  coop  information  and 
Claritas’  Prizm  for  demographic  data. 

Besides  the  value  of  its  product,  he 
also  noted  Claritas’  connection  to 
GMTl’s  parent  company:  Larry  Sackett, 
president  of  Claritas  Media  and 
Communications  Group,  was  Gannett’s 
database  marketing  director.  Both  organ¬ 
izations  are  based  in  Arlington,  Va. 

Some  customers,  however,  already 
added  to  MASS  on  their  own.  Media 
Marketing  reported  sales  of  its  multime¬ 
dia  budget  and  schedule  analysis  mod¬ 
ule  to  Gannett  newspapers.  A  Media 
Marketing  spokeswoman  said  the 
chain’s  Rochester,  N.Y.,  dailies  also  use 
her  company’s  proposal  and  presenta¬ 
tion  modules  with  MASS. 

Media  Marketing  dates  from  the 
1980s,  when  PaulTheall  created  what 
came  to  be  known  as  The  Ad  Director, 
software  that  quickly  generated  presen¬ 
tations  and  proposals  with  cost  compar¬ 
isons.  By  1988,  the  former  Middlesex 
(Mass.)  News  advertising  executive’s 
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Media  Marketing 
Materials,  based  in 
>Xllliamsburg,  Va. , 
was  selling  Ad 
Director  to  dozens 
of  papers. 

Abbreviated  to 
Media  Maiketing 
Inc.  and  relocat¬ 
ed  to  Boulder, 
Colo.,  the  com¬ 
pany  now  counts 
more  than  400 
customers, 
with  circula¬ 
tions  ranging 
from  under 
9,000  to 
more  than  a 
half-million, 
are  and  hardware 
So  changed  over  the  years.  Ad 
Director  is  now  but  one  component  of 
the  imMediate  sales  automation  system. 
The  company  said  it  developed 
imMediate  to  put  its  Ad  Director  on  the 
road,  and  redesigned  its  original  product 
“for  fece-to-face  interactive  selling.” 

When  Theall  developed  Ad  Director, 
however,  the  nearest  thing  to  a 
Powerbook  was  a  luggable  DynaMac 
repackaged  Macintosh  (which  a  Bell 
South  subsidiary  used  for  showing 
Yellow  Pages  spec  ads).  But  as  Media 
Mariceting  market  development  manager 
Amy  Ross  pointed  out,  newspaper  sys¬ 
tems  more  often  run  on  AVindows  PCs 
than  Macs.  And  now,  all  five  vendors 
have  Windows-based  systems. 

In  its  new  release,  MASS  is  available 
for  both  Windows  and  Mac  machines, 
and  Media  Marketing  introduced  at 
Nexpo  a  Wmdows  version  of 
imMediate.  Its  tiiree  existing  software 
modules  and  other  applications  already 
have  been  ported;  two  remaining  mod¬ 
ules  wUl  soon  be  released  for  Mac  and 
Windows.  The  Windows  version’s  first 
customer  is  the  company’s  biggest  — 
the  Houston  Chronicle. 

Media  Marketing  also  reached  agree¬ 
ment  with  Geac  whereby  the  compa¬ 
nies  will  share  technology  for,  and  joint¬ 
ly  market,  their  Windows-based  sales 
force  automation  software.  Media 
Marketing  gains  access  to  business  sys¬ 
tem  data  from  widely  intalled  Geac  sys¬ 
tems,  and  Geac’s  VisionShift  Attache  ad 
sales  system  acquires  capabilities  foimd 
in  Media  Marketing’s  ImMediate  soft¬ 
ware.  ImMediate  can  draw  on  VisionShift 
data  to  customize  presentations. 


Geac  is  the  latest  to  offer  a  product. 
Attache,  for  mobilizing  ad  sales  reps 
and  automating  their  tasks.  Originally, 
the  Collier-Jackson  subsidiary  of  H&R 
Block,  its  VisionShift  division’s  systems 
are  widely  installed  at  newspapers. 

Whereas  other  systems  extract 
from  their  servers  data  that  has  been 
passed  fixrm  other  vendors’  business 
systems,Attache  is  an  extension  of 
Geac’s  own  advertising  software  sys¬ 
tem,  and  is  capable  of  working  with 
both  the  older  host-based  World  Class 
Series  and  just-announced  client-server 
VisionShift  ad  software,  according  to 
marketing  manager  Cheryl  Lasse. 

Attache  can  also  exploit  the  compa¬ 
ny’s  other  assets,  making  narrowly 
focused  queries  of  VisionShift  Database 
Marketing,  which  itself  takes  informa¬ 
tion  ftom  its  advertising  and  circulation 
systems  and  from  public  and  private 
third-party  sources. 

Though  new  to  Nexpo,  SoftAd 
brought  long  and  broad  experience  in 
the  field.  Eleven  years  ago,  the  employ¬ 
ee-owned  Mill  Valley,  Calif.,  firm  began 
creating  multimedia  sales  and  maiketing 
software  now  used  by  150  customers  in 
13  languages  across  a  variety  of  indus¬ 
tries.  Its  10  integrated  application  mod¬ 
ules  brought  together  under  the 
SalesExcelerator  trade  name  can  be  tai¬ 
lored  to  specific  industries  and  cus¬ 
tomized  for  each  client. 

For  its  Nexpo  debut,  SoftAd  showed 
Media  SalesExcelerator,  following  ini¬ 
tial  sales  last  year  to  two  unnamed, 
small  to  mid-sized  Knight-Ridder 
dailies  and,  more  recently,  to  Oklahoma 
City’s  220,000-circulation  Daily 
Oklahoman. 

THE  PRODUCTS 

In  general,  the  five  suppliers  rely  on 
database  servers  at  the  newspaper  and 
Windows/Mac  clients  on  the  laptop. 

The  servers  draw  information  from 
existing  business  systems,  management 
reports,  outside  sources  and  data  input 
by  the  sales  staff. 

To  varying  extents,  separate  client 
software  modules,  including  integrated 
standard  office  applications,  can  speed 
reps’  tasks  by  automatically  exchang¬ 
ing  information.  Users  can  often  create 
lists  of  standard  questions  for  cus¬ 
tomers.  In  cases  where  hardcopy 
output  cannot  be  prepared  in  advance 
and  connections  to  customers’  print¬ 
ers  cannot  be  counted  on,  reps  can 

(See  Ad  Systems  on  page  37) 
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BY  MARK  FITZGERALD 

Nexpo  ’96 
Notebook 


Plea  For  Flexo 

AT  THE  CRAZY  Horse,  a  Las  Vegas 
“gentlemen’s  club”  devoted  to  the 
art  of  the  ecdysiast,  a  dancer  who 
identified  herself  as  Amber  asked 
some  patrons  if  they  were  “here 
with  the  convention.” 

Thinking  she  says  that  to  all  the 
guys,  one  replied,  “Yeah,  we’re  here 
with  Nexpo.” 

“Oh,  the  newspaper  guys,”  Amber  exclaimed.  “I 
have  ink  all  over  me.  Now,  would  you  like  a  lap 
dance?” 

Who  Reads  The 
Daily  Newspaper? 

IF  AMBER  AT  the  Crazy  Horse  was  familiar  with 
Nexpo,  it  was  all  news  to  the  guy  manning  the 
cash  register  at  the  International  Newsstand. 

“There’s  a  newspaper  convention  in  town?  No,  I 
hadn’t  heard  anything  about  it,”  he  said. 

The  International  Newsstand,  the  best  store  in 
Vegas  for  foreign  and  out-of-town  papers,  is  located 
about  six  blocks  from  the  convention  center.  The 
Crazy  Horse  is  a  15-minute  drive  on  the  other  side 
of  town. 

Giveaways,  R.LR 

THE  DAYS  OF  lavish  giveaways  at  newspaper 
equipment  shows  ended  long  ago,  of  course.  But 
one  practice  that  has  continued  is  the  local  news¬ 
paper  or  newspapers  giving  away  free  copies  each 
day  to  show  attendees. 

That’s  why  quite  a  few  Nexpo  attendees  were 
taken  aback  by  hawkers  from  the  local  Las  Vegas 
Review-Joumal  who  were  selling  copies  of  the 
paper  outside  the  convention  center. 

In  a  nice  Vegas  touch,  however,  those  who  prof¬ 
fered  a  dollar  bill  for  the  paper  got  a  Kennedy  half- 
dollar  coin  as  change. 

Best  Stunt 

ON  THE  OTHER  hand,  what’s  the  point  of  beir^  in 
Vegas  if  you  can’t  jazz  up  your  promotion  a  litde  bit? 

CE  Engineering  took  that  approach  with  a  won¬ 
derfully  tacky  stunt  to  draw  attention  to  its  on- 


again,  off-again  relationship  with 
System  Integrators  Inc. 

In  a  city  full  of  quickie  wedding 
chapels,  CE  hired  Debbie  DeFord 
—  a  former  Miss  Nevada,  the  com¬ 
pany  says  —  to  dress  up  as  a  jilted 
bride.  And  how  is  her  betrothed 
portrayed?  Ms.  DeFord  carried 
around  a  picture  of  an  “800-pound 
gorilla.” 

One  visitor  who  happened  to  stop  by  the  CE 
booth,  by  the  way,  was  SII  chief  financial  officer 
Jim  Williams.  Are  those  wedding  bells  we  hear? 

Best  Quote 

NEXPO  ’96  ARRANGEMENTS  committee  vice 
chairman  Lou  Franconeri  telling  a  session  on  inter¬ 
national  operations  that  he  was  just  “thinking  out 
of  the  box:” 

“Every  once  in  a  while,  I  go  down  to  the  [San 
Antonio]  Express-Neu)s  [pressroom]  and  see  these 
huge  presses;  they  weigh  900  tons.  Nine  hundred 
tons. Think  about  that,  we  have  machines  weighing 
900  tons  . . .  just  to  place  a  few  microns  of  ink  on  a 
sheet  of  paper,”  said  the  vice  president  of  opera¬ 
tions  for  the  Texas  paper. 

Starlight  Excess 

ANDREW  LLOYD  WEBBER’S  production  company 
is  called  “Really  Useful  Things,  Ltd.” 

(See  Notes  on  page39) 


SII  chief  financial  officer  Jim  Williams,  center,  talks 
with  CE  Engineering's  President  E.R.  Waterhouse. 
Behind  them,  the  jilted  bride  converses  with  CE's  CEO 
Chris  Ellsworth. 


Tales  of  skaters, 
news  dealet's, 
strippers, 
brides  and  a 
few  microns  of 
ink  in  Las  Vegas 
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Publishing  Systems 
Orders,  Installations 


Deadune  data  systems 

Topsfield,  Mass. 

Editorial  system  inter¬ 
face  between  CText  SFM 
system  and  QuarkXPress 
for  pagination  of  seven  weekly  publica¬ 
tions  at  Housatonic  Valley  Publishing 
Co.,  New  Milford,  Conn.;  training  of  edi¬ 
torial,  advertising,  production  and  infor¬ 
mation  services  staffs  in  Adobe 
Photoshop,  QuarkXPress,  Multi-Ad 
Creator  and  Baseview  NewsEdit  Pro 
software;  installation  of  Xtags  software 
interface  between  CText  editorial  and 
advertising  systems  and  Macintosh- 
based  QuarkXPress  for  Thomson 
Newspapers, Toronto. 

DIGITAL  TECHNOLOGY  INTERNATIONAL 
Orem,  Utah 

Client-server  editorial,  classified  adver¬ 
tising  and  pagination  systems  with  150 
Power  Macintosh  7500  client  worksta¬ 
tions  and  SQL  databases  running  on 
three  Sun  Sparc  1000  servers  for  the 
Register-Guard,  Eugene,  Ore. 

ClassSpeed  and  the  Image  database 
are  already'  installed.  To  be  fully  imple¬ 
mented  by  next  April,  the  editorial-pagi¬ 
nation  system  will  consist  of  46 
SpeedWriter  reporter  stations,  47 
PageSpeed  makeup  stations  and  25 
SpeedPlanner  design,  planning  and  track¬ 
ing  stations.  PageSpeed  and  SpeedPlanner 
will  include  ImageSpeed  software  to 
access  the  DT  Graphics  Database. 

The  order  also  included  18  Javelin 
packages  to  manage  third-f)arty  data, 
SpeedDriver  with  SpeedFIP  for  output 
with  OPl  and  ImageSpeed  for  Wire  and 
Unix  WireSpeed. 

Servers  have  640  MB  RAM  and  more 
than  100GB  storage  in  dual  disk  arrays. 
A  Sparc  20  with  320  MB  RAM  acts  as 
backup.  One  Sparc  4  woritstation  will 
serve  as  a  control  console  to  monitor 
the  system;  three  more  will  be  used  by 
the  paper’s  MIS  programmers. 

Display  ad  and  graphics  systems  for 
La  Opinion,  Los  Angeles,  include  Sybase 
databases  with  nine  AdSpeed  and  1 1 
ImageSpeed  applications,  for  Javelin 


SII  systems  in 
thtx'e  Bees;  ATS  NeivsDesk 
in  Nashua 


database  client  applications, 

SpeedDriver,  SpeedFTP  for  fest  OPl  out¬ 
put  and  GQL  reporting  with  DT’s  adver¬ 
tising  model.  In  Ontario,  Calif.,  the 
Inland  Valley  Daily  Bulletin  bought 
DT’sAdCompress  lossless  compression 
Photoshop  plug-in. 

The  Palm  Beach  Post  purchased 
Javelin  SQL  database  and  client  applica¬ 
tions,  PageSpeed  interactive  page  layout, 
SpeedPlanner  page  planning, 
AdCompress,  Locations/WAN  database. 
The  Locations  database  also  is  part  of 
DT  systems  upgrades  and  expansions  at 
the  Dayton  (Ohio)  Daily  News  (includ¬ 
ing  DT’s  pagination  database),  Lufkin 
(Texas)  Daily  News  and  Springfield 
(Ohio)  News-Sun.  The  database  will  give 
the  papers  access  to  Olympic  pages,  sto¬ 
ries  and  graphics  from  the  Atlanta 
Journal  and  Constitution. 

Also,  the  Dallas  Morning  News  and 
Paducah  (Ky.)  Sun  are  expanding  their 
DT  front  ends  and  pagination  systems. 

SYSTEM  INTEGRATORS  INC. 

Sacramento 

Classified  advertising  systems,  includ¬ 
ing  zoning  and  rating  software,  began 
going  into  McClatchy  Newspapers’ 
Sacramento  Bee,  Modesto  Bee  and 
Fresno  Bee  in  January.  Together,  the  cen¬ 
tral  California  dailies  circulate  more  than 
500,000  copies. 

The  three  Bees  will  use  SII’s  Unix- 
based  classified  pagination,  delivering 
fuU-page  PostScript  output  managed  by 
Sn’s  Scoop  ruuter  and  OPl  products. 

Sales  staff  will  be  armed  with  laptop- 
based  multimedia  software  for  making 
field  presentations  and  creating,  modify¬ 
ing  and  quoting  ads. 

Using  software  fiom  sn’s  professional 
services  division,  the  systems  will  allow 
cross-selling  ads  into  products  in  vari¬ 


ous  media,  including  the  World  Wide 
Web,  where  text  and  images  will  be 
automatically  duplicated  and  abbrevia¬ 
tions  electronically  expanded. 

MANAGING  EDITOR  INC. 

Jenkintown,  Pa. 

Page  Director  Classified  Layout 
System  software  at  the  Chronicle  of 
Higher  fi/Mcafiow,  Washington,  D.C., 
Sault  Star,  Sault  Ste.  Marie,  Mich.,  Post- 
Tribune,  Gary,  Ind.,  and,  with  Page 
Director  Editorial  Layout  System,  at  the 
New  Castle  (Pa.)  News. 

Three  papers  installed  CLS  with  the 
Ad  Layout  System:  the  Times  Argus, 
Barre,Vt.,  Times,  Munster,  Ind.,  and 
Eagle-Tribune,  North  Andover,  Mass. 

ALS  also  went  into:  Sun  Publications, 
Overland  Paric,  Kans.,  and  the  Ventura 
County  (Calif.)  Star  (both  with 
Editions);  the  Sun,  Bremerton, Wash, 
(with  StatusWatch);  Evansville  (Ind.) 
Courier  (with  Bookings);  Record 
Publishing,  Stowe,  Ohio;  News  Journal 
Co.,  Wilmington,  Del.;  the  Pantagraph, 
Bloomington,  Ill.  (through  CNI  Corp,); 
Monterey  County  (Calif.)  Herald', 

Brooks  Community  Newspaper, 
Norwalk,  Conn.;  Record-Journal, 
Meriden,  Conn.;  Northwest  Arkansas 
Times,  Fayetteville;  Brockville  (Ont.) 
Recorder  and  Times,  Battle  Creek  (Mich.) 
Enquirer,  Hutchinson  (Kans.)  News. 

ADVANCED  TECHNICAL  SOLUTIONS  INC. 
North  Andover,  Mass. 

NewsDesk  Publishing  System  at  the 
Nashua,  N.H.,  Telegraph,  linked  to  a 
Xitron  OPl  server.  The  system  relies  on  a 
pair  of  Windows  NT  file  servers,  Sybase 
database  and  44  PC  workstations  on  a 
100Mb  Ethernet  network.  Applications 
include  WbrdDesk  (database  navigation, 
MS  Word),  QuikLayout  (page  layout  and 
assembly),  StyleDesk  composition, 
StatusDesk  and,  for  highly  designed 
pages,  QuarkDesk  XTension  for  file-lock¬ 
ing  NewsDesk  database  access  from 
XPress.  For  graphics,  ATS  integrated 
Photogrid  from  the  Software 
Construction  Co. 
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Newspaper  professionals  can 


be  overloaded  with  data.  Now 


you  can  filter  out  the  "noise 


and  channel  only  the  MOST 


PERTINENT  information  for 


You'll  have  easy  access  to  data  and  exclusive  information 
selected  from  myriad  sources  with  E&P's  industry  expertise 
and  objectivity:  Access  E&P's  magazine  archives  back  to  1988. 
Search  extensive  E&P  proprietary  databases,  including  the 
E&P  Interactive  and  "Stop  the  Presses"  archives  and  our  Inter- 
,|ictive  Services  Directory.  s  ---s ... 

PLUS  search  industry  Web  sites,  listservs^nd  newsgroups 
with  the  most  relevant  documenti  throughout  the  Internet. 
•  The  industry's  most  comprehensive  fully  searchab|§, online- 
newspaper  database.  •  Our  industry  resource  dimirtory  with 
F>osition  and  industry  papers,  research  report^  associatiphs, 
organizations  ^nd  foundationsr  r^ource  studies,  institutes 
and  more. 


your  needs  to  your  desktop 


IT'S  AS  SIMPLE  AS  THIS 


The  Intelligent  Agent  is  key.  Your  j^rsonaL-Agopt®  autohiati- 
cally  selects  the  most  pertinent  items  and  tea(^s  itsel^to 
adapt  to  changing  currents  in  the  information  stream.  Refer¬ 
ences  are  automatically  e-mailed  to  you. 


INTERACTION 


V  Network  with  your  professional 
colleagues.  Participate  in  forums. 
•  The  international  member- 
L  ship  directory  lets  you  interact 

K  with  colleagues  who  can 

QiPl  most.  •  AND 

membership  entitles  you  to 
discounts  on  selected  con- 
ferences  and  other  E&P 
products  and  services. 

Membership  is  just  $95  per 
year.  For  more  information,  call 
1-800-590-4440.  To  register  call 
1-800-336-4380,  ext.  251.  Or  register 
through  our  Web  site: 
http://www.mediamfo.com 


INTERACTIVE  COMMUNICATIONS 


BY  TONY  CASE 


Online  Alternatives 


Alternative  newspapers  dabbling 

in  online  had  better  get  serious  about 
electronic  publishing  if  they  don’t 
want  to  be  left  in  the  dust  by  the  likes 
of  Microsoft  and  America  Online,  Web 
designers  and  consultants  warned  Association  of 
Alternative  Newsweeklies  conventioneers. 

“Your  listings,  your  classifieds,  your  personals  — 
the  core  of  your  business  —  are  all  under  attack” 
by  the  mega  online  services,  Andrew  Sullivan,  who 
has  develop)ed  online  products  for  the  San 
Francisco  Bay  Guardian  and  other  newspapers, 
told  AAN  members  gathered 
in  Salt  Lake  City. 

In  a  1 6-page  advertorial 
insert  in  Advertising  Age  last 
April,  AAN  boasted  that  its 
members  were  “leading  the 
way”  into  cyberspace. 

“Operating  in  a  fast-paced, 
entrepreneurial  culture,”  the 
piece  reported,  “alternative 
weeklies  were  quick  to  embrace  the  world  of 
online  publishing.” 

In  fact,  nearly  half  of  AAN’s  108  members  — 
from  huge  papers  such  as  the  Chicago  Reader  and 
Boston  Phoenix  to  much-smaller  ones  like  the 
Flagpole  in  Athens,  Ga.,  and  Icon  in  Iowa  City,  Iowa 
—  have  Worid  Wide  Web  addresses. 

But  Sullivan  offered  a  scathing  critique  of  the 
weeklies’  online  efforts. 

Rather  than  creating  innovative,  exciting  elec¬ 
tronic  editions  that  truly  capture  the  spirit  of  the 
anti-establishment  press,  too  many  of  these  papers 
err  in  simply  dumping  their  content  online  with¬ 
out  rhyme  or  reason,  he  charged.  And  in  the 
process,  they  somehow  lose  the  edge  their  printed 
products  possess. 

“They’re  going  up  dead,”  Sullivan  said  of  the 
alternatives’  sites.  “They  have  no  idea  what  their 
real  goals  are.They  have  scanty  bttsiness  plans, 
highly  speculative  agreements  with  their  advertis¬ 
ers  —  and  very  little  foundation  for  success.” 

He  suggested  that  the  weeklies  can  grow  pros¬ 
perous  online  enterprises  by  playing  up  the  tried 
and  true  strengths  of  the  genre:  its  “gritty  realism” 
and  “amazing  nexus  of  connections”  in  the  commu¬ 
nity,  both  of  which  the  large  online  concerns  lack 
—  and  desperately  want. 

Charles  Smith  of  Real  Media,  an  online  advertis¬ 
ing  company  based  in  New  York,  noted  that  opera¬ 
tions  like  America  Online  have  enjoyed  such 


Under  Siege 


Weeklies  toki  to 
prepare  for 
assault  by  hit^e 
online  services 


tremendous  success  because  they’ve  managed  to 
create  true  online  communities,  much  as  the  alter¬ 
natives  have  brought  together  segments  of  their 
respective  towns, 

“Why  are  Microsoft  and  America  Online  and 
Yahoo!  coming  after  you  guys?  Because  they  get  it,” 

Smith  said.  “They  know  that  the  local  community’s 
where  it’s  at.” 

Every  publication  —  alternative  and  otherwise 
—  seems  to  want  the  magic  key  to  building  online 
revenues,  at  a  time  when  these  ventures  are  still 
highly  experimental.  Smith  and  others  at  the  AAN 
meeting  proposed  a  num- 
ber  of  ways  the  altema-  YoiiV  HstittgS, 
tives  can  make  money.  claSSifwdS, 

strength  as  an  association.  yOllV  pCVSO  fldlS 
Member  papers  could  ^OVe  Of  VOUr 

report  on  the  latest  U2  or  . 

REM  concert  tour  as  it  uUStflCSS  Clt'6  dll 

skipped  from  city  to  city  under  dttdCk  ...” 
and  sell  group  national 
advertising  to  accompany  the  coverage. 

Linda  Nelson,  vice  president  of  new  media  for 
New  York’s  Village  Voice,  said  that  for  an  alternative 
paper  to  have  a  successful  electronic  venture,  it 
must  make  online  part  of  its  overall  business  plan, 
rather  than  a  separate  entity. 

“You  have  to  know  why  you’re  creating  a  Web 
site  before  you  do  it,”  she  insisted.  “You  have  to 
remember  your  mission,  which  is  something  1 
haven’t  heard  a  lot  of  at  this  convention.” 

Nelson  doesn’t  buy  the  notion  that  online  users 
want  a  quick  fix  of  information. 

“A  large  part  of  what  we  do  in  defining  our  com¬ 
munities  is  bringing  a  particular  perspective  and  a 
particular  depth  of  journalism,”  she  said  of  the 
alternative  press.  “This  [online]  medium  is  touted 
as  one  that  doesn’t  like  things  in-depth,  that  prefers 
sound  bites.  But  that’s  not  what  we  do.  We  can’t 
allow  ourselves  to  be  entirely  defined  by  the  medi¬ 
um.” 

Established  online  services,  in  their  quest  to  con¬ 
struct  local  franchises,  are  trying  to  learn  all  they 
can  from  the  alternatives,  longtime  experts  in  such 
areas  as  events  listings  and  classifieds.  In  fact, 

Microsoft  and  America  Online  sent  represenatives 
to  this  year’s  AAN  convention. 

But  Nelson  believes  the  weeklies  are  well- 
equipped  to  beat  the  big  boys  —  not  only  because 
these  papers  are  old  hands  at  keeping  a  finger  on 
the  cultural  pulse  and  connecting  communities,  but 
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because  of  their  depth  and  immediacy. 

“We’re  not  just  listings  sources,  with 
time,  place  and  date,”  she  said.  “We  have 
perspective,  and  that’s  why  people 
come  to  us.They  know  that  we  will 
write  about  what’s  important  to  them.” 

The  new-media  maven  told  the  alter¬ 
native  publishers  they  should  promote 
their  online  products  by  forging  rela¬ 
tionships  with  other  entities  —  the 
Voice,  for  example,  has  a  deal  with 
Lexis-Nexis  to  carry  its  archives  —  and 
by  utilizing  AAN’s  growing  electronic 
resources,  including  the  association’s 
own  Web  site  and  its  online  syndication 
service,  AlterNet. 

But  a  crucial  element  in  making 
online  an  integrated  part  of  any  newspa¬ 
per,  Nelson  argued,  is  getting  the  adver¬ 
tising  and  editorial  departments  heavily 
involved  with  the  Internet. 

“Your  journalists  and  ad  staffs  have  to 
know  about  the  Web,”  she  said.  “You  can 
have  your  new-media  department  or 
your  contracted  purveyor  out  there  cre¬ 
ating  sites  for  you,  but  that’s  not  what’s 
going  to  make  it  for  you  in  this  busi¬ 
ness.  You’re  going  to  have  to  take  it 
internally.” 

Howard  Landsman,  general  sales  man¬ 
ager  of  Atlanta’s  Creatiw  Loafing, 
whose  online  edition  has  more  than 
150  advertisers,  agreed,  wondering  how 
a  newspaper  can  ever  expect  to  achieve 
success  in  electronic  publishing  without 
fully  integrating  online  into  its  operation. 

“It  seems  a  litde  unrealistic,”  he  said, 
“to  expect  your  editors,  reporters  and 
ad  salespeople  to  understand  the  medi¬ 
um,  and  to  woiic  in  it,  without  being 
exposed  to  it.” 


New  From  Nexis 

The  LEXIS-NEXIS  division  of  Reed 
Elsevier  Inc.  is  selling  subscriptions 
to  Olympics-Atlanta  ’96,  its  new  online 
source  of  up-to-date  and  historical 
Olympic  information. 

Organized  in  a  menu  format,  the  prod¬ 
uct’s  information  options  are  Host  City 
News,  Opening  Ceremonies,  Dates  and 
Schedules,  New  Olympic  Sports,  Sports 
and  Competition  Sites,  Olympic 
Committees,  Sports  News  Network, 
Country  and  Political  Information,  NBC 
and  the  Olympics,  Business  and 
Technology,  Legends  and  Medals, 
Information  Gathering  and  News 
Stories. 

Lexis-Nexis  also  now  offers  access  to 


U.S.  Zip  code  demographic  data  from 
Claritas  Inc.  The  Rezide  national  Zip 
code  encyclopedia  is  searchale  by  con¬ 
gressional  district,  area  code  plus 
exchange,  county,  state,  metropolitan  sta¬ 
tistical  area  and  dominant  maricet  area. 

Among  other  attributes,  detailed 
demographic  portraits  of  all  residential 
Zip  codes  include  age,  income,  race,  eth¬ 
nicity,  household  composition  and 
employment.The  annually  updated  data¬ 
base  draws  on  the  U.S.  Census  and  more 
than  1,600  local,  public  and  private 
sources  of  demographic  data. 

DEC  To  Accelerate 
Online  Growth 

Digital  equipment  corp.  has 

announced  a  strategy  to  accelerate 
the  growth  of  the  Internet  as  the  envi¬ 
ronment  of  choice  for  cyberworkers. 

Digital  is  working  to  unveil  a  family  of 
fast  and  powerful  search  products  based 
on  Digital’s  World  Wide  Web  search 
engine  —  Alta  Vista. 


The  three  members  of  the  family  will 
include:  Enterprise  Edition,  which  is  an 
adaptation  of  the  existing  Web  search 
technology  for  private  intranets. 
Workgroup  Edition  for  companies  or 
smaller  work  groups  and  will  run  on 
Windows  NT  systems  and  the  Personal 
Edition  for  individuals  with  PCs  running 
32-bit  Wmdows  operating  systems.  All 
products  begin  beta  testing  this  summer. 

Gray  To  Buy 
TV  Stations 

Gray  communications  inc., 

whose  Georgia  newspaper  proper¬ 
ties  include  the  Albany  Herald  and 
Rockdale  Citizen  of  Conyers,  has  agreed 
to  purchase  television  stations  and  other 
media  businesses  from  John  H.  Phipps 
Inc.  of  Tallahassee.  Included  in  the  deal 
are  WCTV,  Tallahassee’s  CBS  affiliate; 
WKXT,  the  CBS  station  in  KnoxviUe, 
Tenn.;  Satellite  Production  Services,  a 
satellite  communications  business;  and 
PortaPhone,  a  pager  company. 


SAVE 

These  Important  Dates! 


MTEIUCTIVE 


Interactivity  +  Creativity  =  Profitability! 

February  12  - 15, 1997 
Hyatt  Regency,  Houston,  Texas 


Register  before  July  15,  1996,  for  the  lowest  possible 
rate  -  just  $795  (plus  $105  for  an  Optional  Technology 
and  Marketing  Overview). 

Call:  (212)  675-4380,  ext.  502 
E-mail:  marshas@mediainfo.com 

Sponsored  by: 

inmci 


lER 


July  6, 1996  ■  Editor  &  Pubusher  33 


34 


Editor  &  PuBUSHER  ■  July  6, 1996 


SYNDICATES/NEWS  SERVICES 


BY  DAVID  ASTOR 


Editorial  Cartoonists 
Get  A  Reality  Check 

Do  HARI>HnTING  cartoons,  but  they  to  provide  their  cartoonists  with  a  good  deal  of 
might  get  you  fired  or  hurt  your  freedom. 

chances  to  get  syndicated  and  “I  give  Steve  a  lot  of  latitude  within  the  stan- 

reprinted.  dards  I  have  set,”  said  panelist  Paul  Schatt,  editorial 

Concentrate  on  local  cartoons,  page  editor  of  the  Arizona  Republic. ‘'I  don’t  direct 


AAEC. 
convention 
speakers 
discuss  ivhat 
sells,  ivhat 
doesn't  —  and 
why  * 


Do  HARD-HITTING  cartoons, but  they  to  pro 
might  get  you  fired  or  hurt  your  freedc 

chances  to  get  syndicated  and  “I  g 

reprinted.  dards 

Concentrate  on  local  cartoons,  page  < 
despite  the  decreasing  number  of  staff  jobs  in  him  t( 

which  to  do  this.  Sch 

Think  about  contributing  to  alternative  newspa-  of  the 
pers  and  the  electronic  media,  although  it’s  not  added 
easy  making  a  living  that  way.  dicate 

In  short,  attendees  got  plenty  of  good  advice  —  editor 
and  a  large  dose  of  reality  —  at  a  recent  Association  Pan 
of  American  Editorial  at  the 

Cartoonists  (AAEQ  conven-  cartot 

tion  session  in  Phoenix.  conse 

As  a  matter  of  fact,  the  “r”  Th< 

word  was  in  the  session  tide:  emph 

“Cartoon  Reality  Check:  What  printi 

Sells,  What  Doesn’t,  and  Why.”  Hamp 

Addressing  that  topic  were  “W 

four  panelists  —  including  a  Lessn 

syndicate  sales  executive,  our  « 

two  editorial  page  editors.  Wash 

and  a  newspap)erman-tumed-  WI 

broadcaster  —  as  well  as  a  pap>ei 

number  of  AAECers  in  the  audience.  beliet 

One  panelist,  former  Arizona  Republic  publisher  cartcn 
Rat  Murphy,  noted  that  today’s  editorial  cartoonists  “I  I 
work  in  an  increasingly  corpxaratized  newspajjer  toons 

environment.  stand 

“There  is  not  as  much  freedom  as  20  years  ago,”  the  b 

said  Murphy,  who  is  now  senior  news  analyst  for  about 

KTAR  Radio  in  Phoenix  and  a  columnist  for  Cox  Scl 

pap>ers  in  Arizona.  often 

Murphy  observed  that  centralized  media  owner-  do,  sa 
ship  is  usually  more  concerned  with  profits  than  he  ad 

family  ownership  is,  and  can  be  less  willing  to  toons 

allow  cartoons  that  “serve  the  public”  rather  than  “As 

“serve  the  publisher.”  read 

“Cartoons  have  to  be  about  what 
pteople  are  talking  about,”  he  added. 

While  some  political  cartoonists  criti¬ 
cize  editors  for  not  allowing  them  to  do 
hard-hitting  work,  editors  have  to  deal 
with  direct  or  indirect  pressure  from 
above. 

“They’re  caught  between  the  publish¬ 
ers  and  the  cartoonists,”  said  AAEC  presi¬ 
dent-elect  Milt  Priggee,  a  Spokane, 

Spokesman-Review  staffer  sj)eak- 
ing  from  the  audience. 

Still,  there  are  some  editors  who  seem  John  Matthews 


to  provide  their  cartoonists  with  a  good  deal  of 
freedom. 

“I  give  Steve  a  lot  of  latitude  within  the  stan¬ 
dards  I  have  set,”  said  panelist  Paul  Schatt,  editorial 
page  editor  of  the  Arizona  Republic."!  don’t  direct 
him  to  do  cartoons  that  reflect  our  editorials.” 

Schatt,  who  was  referring  to  staffer  Steve  Benson 
of  the  Republic  and  United  Feature  Syndicate, 
added  that  he  looks  for  a  “broad  sp)ectrum”  of  syn¬ 
dicated  cartoons  and  text  material  to  run  on  his 
editorial  pages. 

Panelist  Richard  Lessner  said  things  are  different 
at  the  Manchester,  N.H.,  Union  ieorfer,  where  the 
cartoons  and  columns  usually  support  the  paper’s 
conservative  editorial  stance. 

The  Union  Leader  editorial  page  editor  did 
emphasize  that  the  paper  provides  balance  by 
printing  virtually  every  letter  it  gets  from  New 
Hampshire  readers. 

“We  run  250  to  300  letters  a  week,”  reported 
Lessner. “We  think  it’s  more  important  to  hear  what 
our  readers  are  saying  than  what  the  pundits  in 
Washington  are  saying.” 

While  the  ground  rules  at  their  respective 
papers  are  different,  both  Lessner  and  Schatt 
believe  in  the  importance  of  provocative  editorial 
cartoons. 

“I  favor  cartoons  with  a  point  of  view  —  car¬ 
toons  that  are  sharply  drawn  and  take  trenchant 
stands  on  issues,”  said  Lessner.  “They  may  not  sell 
the  best,  but  they  are  what  you  feel  passionately 
about.” 

Schatt,  referring  to  how  gag-oriented  cartoons 
often  get  picked  up  more  than  hard-hitting  ones 
do,  said  “the  temptation  is  not  to  make  waves.”  But 
he  added  that  the  “profession  will  die  away”  if  car¬ 
toons  become  too  soft. 

“As  more  gags  appear,  editorial  cartoons  will  be 
read  less,”  agreed  panelist  John  Matthews,  who  is 


Richard  Lessner 


Pat  Murphy 
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national  sales  director  at  United  Media. 

But  he  added  that  provocative  car¬ 
toons  should  be  fair,  not  “cheap  shots.” 

Lessner  did  observe  that  strong  car¬ 
toons  don’t  have  to  be  completely  seri¬ 
ous.  “Humor  is  an  effective  tool,”  said 
the  editor.  “You  can  deliver  a  tough  mes¬ 
sage  and  get  away  with  it  better.” 

Lessner  added  that  if  dailies  don’t 
have  the  courage  td  run  “trenchant” 
work,  cartoonists  should  look  to  alterna¬ 
tive  publications  and  electronic  outlets. 

“There’s  a  lot  of  sense  in  what 
Richard  is  saying,”  said  Schatt,  but  he 
advised  AAECers  “not  to  throw  in  the 
towel”  when  it  comes  to  dailies.  He  sug¬ 
gested,  among  other  things,  that  cartoon¬ 
ists  approach  the  National  Conference 
of  Editorial  Writers  to  express  their  con¬ 
cerns  about  how  a  number  of  editorial 
pages  are  “becoming  dull.” 

Some  of  the  most  interesting  and 
effective  cartoons  can  be  on  local  issues. 

“That’s  where  you  serve  your  read¬ 
ers,”  said  retired  Albany,  N.Y,  Times 
Union  staffer  Hy  Rosen.  “There’s  too 
much  homogenization  now.”  He  noted 
that  one  of  the  reasons  for  this  is  “the 
rush  for  syndication  glory.” 

Wiley  Miller  agreed  that  local  work  is 
important,  but  added  that  some  editors 
don’t  practice  what  they  preach. 

“They  want  strong  local  cartoons,  and 
then  you’re  fired,”  said  Wiley,  who  volun¬ 
tarily  left  the  San  Francisco  Examiner 
to  concentrate  on  the  “Non  Sequitur” 
comic  he  does  for  the  Washington  Post 
Writers  Group. 

The  Examiner  and  a  number  of 
other  papers  never  hired  replacement 
editorial  cartoonists  during  the  past  few 
years. 

“We’re  losing  jobs,”  said  Ted  Rail  of 
Chronicle  Features.  “Forget  about  free¬ 
dom  —  we  can’t  even  get  on  the 
paper.” 

Matthews  noted  that  a  number  of 
newspapers  are  not  just  targeting  edito¬ 
rial  cartoonist  positions. 

“Openings 
in  all  depart¬ 
ments  are  not 
being  filled  in 
the  name  of 
improving  the 
bottom  line,” 
said  Matthews, 
who  expressed 
agreement 
with  Murphy 
about  the  prof- 
Rex  Babin  its-first  mentality 


I  of  many  corporate  newspaper  owners. 

I  He  observed  that  many  large  dailies 
i  can  afford  a  staff  editorial  cartoonist,  but 
I  they  decide  that  having  one  may  not 
j  “maximize  stockholder  value.” 
i  PaneUsLs  also  discussed  originality. 

I  “Editors  are  kind  of  unreasonable,” 

i  said  Schatt.  “We  expect  originality  out  of 
i  cartoons  yet  insist  they  be  topical.” 

But  Lessner  did  say  that  some  car- 
i  toons  look  too  much  alike  and  rely  too 
I  much  on  cliches.  He  cited  the  many 
:  May  and  June  drawings  that  used  the 
I  Twister  movie  as  a  satirical  device, 
i  And  Lessner  added  that  some  car- 
i  toons  are  too  wordy.  “I’m  looking  for 
j  something  with  visual  impact,”  he  said. 

1  “There  are  already  plenty  of  editorials, 
j  letters  and  columns  to  read.” 
i  Many  dailies  buy  editorial  cartoons  in 
I  packages  rather  than  individually.  While 
I  this  is  a  money-saver  for  papers, 
j  Matthews  advised  AAECers  to  think 
i  twice  about  joining  these  packages. 

“It’s  very  difficult  to  get  you  out  of  a 
I  package,  because  editors  are  not  willing 
j  to  spend  another  $5  a  week  to  buy  you 
I  individually,”  he  said. 

The  session  was  moderated  by  Rex 
j  Babin  of  the  Albany  Times  Union  and 
I  North  America  Syndicate. 


Universal  Offering 
‘UClick  Comics’ 

Ur^IVERSAL  PRESS  SYNDICATE  has 
launched  a  service  that  enables 
newspapers  to  publish  the  latest  comics 
on  the  Web. 

“UClick  Comics”  allows  readers  of 
newspaper  Web  sites  to  selert  that  day’s 
comics  as  well  as  strips  published  during 
the  previous  14  days.  The  service  also 
establishes  individual  comics  as  vehicles 
for  national  and  local  advertising. 

To  see  Universal  features  online,  read¬ 
ers  click  on  the  appropriate  listing  on  the 
newspaper’s  Web  site.  That  launches 
UClick,  which  generates  a  custom  page 
displaying  the  newspaper’s  banner. 

Each  page  also  includes  the  Universal 
comic,  a  link  to  a  14-day  archive,  links  to 
interactive  message  boards  that  talk 
about  comics  on  the  syndicate’s  Web  site 
(httpVAvww.uexpress.com),  and  links  to 
local  and  national  advertising. 

Working  with  Universal  to  produce 
UClick  was  the  Josephus  Group,  a  new 
Internet  consulting  firm  formed  by  Frank 
Daniels  III  and  Geoige  Schlukbier,  both 


formerly  with  the  Raleigh,  N.C.,  News  & 
Observer's  Web  service. 

Tribune  In  A  Joint 
E-mail  Agreement 

Tribune  media  services  and 

Mercury  Mail  Inc.  announced  that 
they  will  jointly  develop  personalized 
media  products  that  combine  TMS  con¬ 
tent  with  Mercury’s  ability  to  create  e- 
mail  messages  based  on  individual  sub¬ 
scriber  preferences. 

The  agreement  will  enable  TMS  to 
incorporate  e-mail  capabilities  into  its 
Internet  information  services,  including 
WebPoint  Interactive  Content  and  TV 
Week  Interactive. 

Among  the  initial  content  areas  for 
development  of  personalized  e-mail  mes¬ 
sages  are  stock  quotes,  weather  data,  TV 
listings,  horoscopes,  travel  information 
and  special  occasion  reminders. 

The  Denver-based  Mercury,  founded  in 
1995,  can  create  and  personalize  more 
than  a  million  messages  a  day. 


The  Seattle 
Times  found 
Chris  Britt’s 


cartoons 
to  be: 


Sardonic,  biting,  fimny, 
acidic,  witty,  thought- 
provoking,  humorous, 
damning,  clever,  smart, 
welldrawn,  brilliant, 
pungent,  epigrammatic, 
hilarious,  deep,  intelli¬ 
gent,  sharp,  astute,  perspi¬ 
cacious,  sage,  unbeliev¬ 
able  and  hell-raising. 


So  much  so,  they  hired  him. 

Congratulations,  Chris! 

COPLEY 

news  serace 
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New  Online  Comic 

Erik  SANSOM  is  going  online  with  a 
new  comic  called  “Toy  Trunk 
Railroad.” 

The  strip  (which  can  be  seen  at 
http://www.cyg.net/-sansom)  will  be 
updated  daily,  Monday  through  Friday. 

Sansom  —  based  at  51  Bay  St.,  Stratford. 
Ontario,  Canada  N5AAK7  —  also  does  the 
syndicated  “Green  Earth  Guardians”  kids’ 
feature. 


WALTER.'  WHEN 
ARE  ^ibU  GOING 
TO  QUIT  PLAYING 
WITH  THOSE  STOPI 
TOY  TRAINS  ?  , 


MONA.m  ATDY^ 
TRAIN  ENTHUSIAST, 
NOT  A  CHILD.' 
THIS  ISN'T  ^ 
CONSIPEREP  / 

"  PLAYING"/ \ 
CAN’T  TOU  V 
UNPERSTANP  V. 

THAT  P'  , 


NOT  WHEN 
TOU  KEEP 
YELLING 
“WOO  WOO" 
EVERY  TEN 
SECONPS. 


I  00  THAT 

OUT  LOUP? 


Walter's  into  training  in  this  "Toy  Trunk  Railroad"  strip. 


‘Halloween’  Strips 

A  SPECIAL  STORY  called  “Spook  the 
Halloween  Cat”  is  being  syndicated  by 
Environment  Cartoon  Features. 

The  48-strip  story  is  part  of  the  “Beaver 
Creek”  comic,  but  can  be  used  indepen¬ 
dently  this  fell. 

“Beaver  Creek”  is  by  Dean  Norman, 
whose  Cleveland-based  syndicate  can  be 
reached  at  216-251-1389. 


A  Comic  Proposal 

CARTOONIST  JOHN  KOVAUC  pro¬ 
posed  to  his  girifriend  via  his  self-syn¬ 
dicated  “VCild  life”  comic  strip. 

The  National  Enquirer  ended  up  doing 
a  story  about  the  proposal,  which  Judith 
Heise  accepted.  She  and  John  are  now 
married. 

Kovalic  is  the  editorial  cartoonist  for  the 
Wisconsin  State  Journal  in  Madison. 


White  Wmg  is  based  at  PO.  Box  503, 
Scottsville,Tenn.  75688. 


Time  After  Times 

rIME  MAGAZINE  NAMED  software 
mogul  Bill  Gates  one  of  the  10  most 
powerful  Americans  and  lifestyle  maven 
Martha  Stewart  one  of  the  25  most  influ¬ 
ential  Americans. 

Gates  and  Stewart  also  write  columns 
that  the  New  York  Times  Syndicate  distrib¬ 
utes  to  140  and  150  clients,  respectively. 

The  syndicate’s  “Building  the  Bomb,”  a 
seven-part  series  of  Macintosh  graphics 
created  by  Bill  Pitzer  and  researched  by 
D  W  Welsh,  was  also  honored  with  a 
Sigma  Delta  Chi  Award. 

The  series  marked  last  summer’s  50th 
anniversary  of  the  dropping  of  atomic 
bombs  on  Hiroshima  and  Nagasaki. 


/ou'ne  A  AiA^ic  HALLouieeN 
— I  CAT  !  VM  CAU  FLH  ! 


Strip  About  Forbes 

A  “DINOSAUR  GROUP”  comic  strip  was 
among  the  cartoons  about  Steve 
Forbes’  presidential  campaign  that  the 
Forbes  Archives  purchased  recently  for  dis¬ 
play  at  the  Forbes  magazine  office  in  New 
Yoik  City. 

The  comic,  which  runs  in  publications 
such  as  the  Cape  Cod  Times,  is  self-syndi¬ 
cated  by  Lew  Sayre  Schwartz. 

Schwartz  is  based  at  418-04  Quina- 
quisset  Ave.,  Box  1552,  Mashpee,  Mass. 
02649. 


A  Bunch  For  Brady 


OSE  IS  ROSE”  creator  Pat  Brady  of 
JVUnited  Feature  Syndicate  drew  a 
huge  crowd  in  De  Kalb,  Dl.,  during  a  recent 
book-signing  for  his  latest  collection.  She’s 
a  Momma,  Not  a  Movie  Star  (Andrews 
and  McMeel). 

The  store  sold  out  its  stock  of  more 
than  250  books. 


One  of  the  "Spook"  comics 


Kids’  Supplements 

SIX  CHILDREN’S  COLORING  book  tabs 
and  weekly  kids’  pages  are  being 
offered  by  White  Wmg  Enterprises. 

'The  ad  supplements,  which  already  go 
to  more  than  1(X)  newspapers,  have  a 
“Poof!  The  Magic  Horse”  theme.  Poof,  cre¬ 
ated  by  E.  Dunston  Gorin,  grants  wishes  to 
his  owner,  a  little  girl  named  Holly. 

The  24-page  coloring  book  tabs  educate 
5-to- 12-year-olds  about  such  topics  as 
drugs,  gangs,  health  and  fire  safety.  The 
kids’  pages  feature  science  and  history 
material,  experiments,  puzzles,  mysteries, 
games  and  a  “Poof!”  cartoon. 


m&NeH  POOF, !  WISH  TO  60  geAL 
- - - - - -  HIGH! 


— NEVeg  60  1 OOQH!  WOggKMn 
HtGHgg  TWkH  \  AthBUF  ICTS 
VOUOIHGO  If  AGAIN  ! 

sv  vaoisFLF.  / 


Poof  the  horse  and  Holly  appear  in  this  White  Wing  cartoon. 
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output  documents  on  site  by  sending 
from  laptops  to  local  fax  machines. 

Brief  outlines  of  the  systems  follow. 

SoftAd:  Media  SalesExcelerator’s 
database  organizes  information  into  Sales 
and  Customer  Libraries.  Sales  holds 
images,  research  data,  videos,  media  kits, 
rates  and  other  resources.  Customer  is 
filled  with  all  pertinent  advertiser  and 
pro.spect  data,  including  ad  and  business 
histories  —  versions  of  which  for  each 
customer  are  kept  on  ad  reps’  laptops, 
which  update  the  system  with  every 
connection  to  the  database. 

Principal  component  modules,  added 
as  needed,  include  messaging;  time-man¬ 
agement  and  to-do  utilities;  access  to  the 
latest  customer  information;  detailed 
consulting  sessions  to  identify  and 
address  customer  goals;  ad  transmission, 
display  and  annotation  (a  more  graphical 
circle-and-arrow  approach  is  being  con¬ 
sidered);  goal  forecasting  and  tracking  of 
contacts  and  expenses;  insertion  order 
scheduling  and  submission;  competitive 
media  analyses  and  strategies;  calculation 
of  rates  for  all  combinations  and  sched¬ 
ules;  customized  correspondence,  cate¬ 
gorically  prepared'  or  custom-created 
proposals  and  graphical  presentations. 

The  sysem’s  use  of  SIC  codes  auto¬ 
matically  prevents  adjacent  printing  of 
competitors’  ads. 

Complementary  WebExcelerator  with 
internal  newspaper  routing  capability 
allows  customers  to  obtain  or  send  infor¬ 
mation  and  approve  ads  at  any  hour  over 
an  Internet  link. 

Software  development  vice  president 
Pat  Ryall  said  users  are  given  tools  to 
help  move  database  marketing  informa¬ 
tion  into  the  server  and  to  incorporate 
information  from  third-party  systems 
into  presentation  slides.  A  newspaper 
can  also  add  its  preferred  geographical 
information  system,  according  to  busi¬ 
ness  development  vice  president  Karen 
Kari.  In  addition  to  standard  support  and 
services,  AdSoft  can  perform  needs 
analysis  and  content  development. 

EDS:  Built  around  a  custom  client- 
server  front  end  and  Lotus  Notes,  ASIS 
began  with  contact-  and  account-man¬ 
agement  functions  and  extraction  of 
billing  system  information.  Other  infor¬ 
mation  stored  and  indexed  by  ASIS 
includes  rate  cards,  products,  mechanical 
specifications  and  deadlines,  circulation 
figures,  demographic  and  psychographic 
data.  Systems  engineer  Simmons  noted 
that  data  on  competitive  media  also  can 
be  loaded  into  the  system. 

To  keep  staff  in  touch,  ASIS  provides 


e-mail  and  fix  and  supports  bulletin 
boards.  It  contains  a  report  library  and 
materials  for  creating  and  modifying  pro¬ 
posals  and  presentations. 

EDS  is  at  work  on  a  simpler,  less 
expensive  intranet-based  solution.  Its  Vir¬ 
tual  Sales  Office  also  taps  a  back-end  data¬ 
base  management  system  fed  by  billing 
systems  and  other  sources,  from  which 
ad  hoc  reports  can  be  generated  and  dis¬ 
tributed.  VSO  provides  links  to  a  Yellow 
Pages  Web  site  for  quick  online  reference 
and  to  the  NewsEdge  personalized  mul¬ 
tiple  wire  feed  for  fist  access  to  compa¬ 
ny  and  general  business  information. 

While  a  presentation  library  can  be 
created  using  PowerPoint,  Netscape 
plug-ins  are  available  to  create  presenta¬ 
tions  and  sample  ads  on  screen  (and  sub¬ 
mit  them  online). 

Geac:  Attache  uses  the  Microsoft 
NT/SQL  Server  and  was  built  around  the 
Microsoft  Access  relational  database  on 
the  laptop.  Like  other  systems,  it  uses 
PowerPoint  and  its  Microsoft  Office  part¬ 
ners,  to  which  database  query  results  can 
be  passed. 

Ad  history,  quoting,  rating  and  flexible 
charting  capabilities  can  be  used  for 
what-if  analyses,  proposals  and  presenta¬ 
tions;  letters  can  be  generated  for  a 
selected  mailing  list;  spec  ads,  layouts  and 
proofs  can  be  reviewed  with  customers, 
annotated  for  changes,  then  transmitted 
to  the  newspaper;  information  can  be 
communicated  among  all  staffers,  group 
scheduling  automated,  calendar  views 
customized  and  automatic  time/date 
reminders  set  up. 

Mariceting  manager  Cheryl  Lasse  said 
data-entry  errors  and  staff  are  both 
reduced  because  the  system  will  not 
quote  a  rate  or  deliver  other  information 
without  complete  information.  Attache 
was  introduced  at  about  the  same  time 
as  the  client-server  VisionShift  ad  system 
and  an  NT  version  of  Geac’s  database 
marketing  system. 

The  first  announced  Attache  customer 
is  the  Geac  division’s  hometown  paper, 
the  Tampa  Tribune. 

GMTI:  Various  MASS  applications, 
including  spreadsheet,  word  processor,  e- 
mail  and  presentations,  tend  to  be  off-the- 
shelf  products,  and  GMTI  will  build  the 
system  to  suit  a  customer’s  approach  to 
planning.  Customers  can  also  supply 
their  own  applications,  including  a 
research  component. 

Besides  the  product’s  planning,  infor¬ 
mation  management,  research  data 
access,  pricing,  proposal,  presentation, 
communication  and  order-entry  capabili¬ 
ties,  GMTI  emphasized  the  help  that  sales 
reps  can  lend  customers  by  using  a  mod¬ 
ule  that  plans  coop  advertising. 


Virtual  Ad  Space  in  version  2.0  for 
Macintosh  and  Windows  shows  pick-up 
and  spec  ads  on  mock  newspaper  pages 
for  realistic  display  and  possible  upsell. 

The  new  version  simplifies  the  config¬ 
uration  process  so  that  users  can  main¬ 
tain  and  modify  their  systems 

It  also  uses  Omnis  7  SQL  database, 
which  the  company  said  it  has  so  far  pro- 
granuned  to  download  data  from 
Gannett’s  own  in-house  ad  billing  system 
and  from  at  least  three  commercial  busi¬ 
ness  systems.  While  it  said  downloading 
account  information  is  neither  difficult 
nor  expensive,  GMTI  conceded  that 
uploading  order-entry  data  is  somewhat 
more  complicated. 

Media  Marketing:  ImMediate  uses 
an  in-house  expert  metaphor  for  its  prin¬ 
cipal  applications,  each  of  which  con¬ 
tains  several  sub-modules.  “When  the 
sales  reps  goes  out,”  said  Media  Mar¬ 
keting  spokeswoman  Wendy  Canavan, 
“it’s  like  taking  these  experts  with 
them.”  Papers  can  buy  the  modules  they 
need,  and  add  others  later  to  the  cus¬ 
tomizable  system. 

Sales  Assistant  aids  interviews  through 
intelligent  prompting,  creates  customer 
profiles,  extracts  business  system  data, 
updates  the  calendar  and  lists,  handles 
reports,  letters  and  electronic  messages; 
Research  Manager  delivers  information 
on  a  market  and  media  competitors  in 
various  forms;  Media  Analyst  determines 
efficient  buys  in  competing  media;  Ad 
Director  works  up  ad  plans,  accounting 
for  budget,  schedule  and  co-op  availabil¬ 
ity,  complete  with  readership,  cost  and 
sales  data,  maps,  geographical  analysis 
and  preprint  proposals,  and  creates  and 
transmits  insertion  orders;  Creative 
Director  helps  create  simple  campaign 
plans,  works  on  spec  ads,  shows  produc¬ 
tion  ads  and  changes,  and  refines  the 
Interviewer  module  within  Sales 
Assistant. 

Market  development  manager  Amy 
Ross  confirmed  that  ImMediate  on  a 
Mac  allows  a  spec  ad  or  changes  to  be 
transmitted  to  a  newspaper  artist,  who 
can  bring  up  that  image  alongside  the 
production  image  to  create  or  change  an 
ad  as  indicated,  rather  than  retying  on 
typed  messages  or  spoken  descriptions. 

The  vendor  said  it  can  convert  its 
installed  Mac-based  systems  to  Wmdows 
at  a  cost  that  varies  with  the  amoimt  of 
stored  data.  Where  necessary,  the  com¬ 
pany  said  it  rekeys  all  of  a  newspaper’s 
circulation  and  ad  system  information 
from  paper  printouts. 

ImMediate  includes  facilities  that, 
with  some  advance  setup,  allow  for  fist 
creation  of  additional  graphed  pages 
within  Research  Manager. 
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“Competition  is  an  old  idea,”  ai^es 
Alan  J.  Bell,  a  senior  vice  president  at 
Freedom  Communications,  where,  as 
head  of  its  broadcast  division,  he  managed 
the  Orange  County  News  Channel,  a  round- 
theclock  cable  service,  which  despite 
new  corporate  parents,  still  uses  reporters 
from  the  Orange  County  Register  to 
complement  its  own  newsroom. 

“Anyone  who  looks  at  papers  and  TV 
as  competitors  will  be  left  in  the  dust,” 
asserts  Micah  Jackson,  news  director  at 
WPIX-TV,  the  Cox-owned  station  in 
Pittsburgh.  “We  can  both  complement 
each  other.” 

Those  could  be  fighting  words  to 
someone  like  Gary  Farrugia,  who  left  the 
Philadelphia  Inquirer  to  become  execu¬ 
tive  editor  of  Inquirer  News  Tonight, 
which  is  slugging  it  out  at  10  p.m.  with  a 
well-established  and  highly  rated  news¬ 
cast  from  the  local  Fox  affiliate. 

As  far  as  Farrugia’s  concerned,  “TV  is 
the  comjaetitor.” 

Concern  about  who’s  "the  competi¬ 
tor”  —  really  —  is  just  one  of  several 
issues  that  can  strain  relations  between  a 
newspaper/television  venture  and  the 
paper’s  newsroom  or  advertising  depart¬ 
ment.  Traditions  die  hard.  Reporters  are 
reluctant  to  share  scoops  on  camera; 
account  managers  don’t  want  to  share 
accounts  —  unless  they  understand  wkn' 
a  newspaper/television  partnership 
makes  strategic  sense. 

Education  seems  to  be  the  first  and 
most  important  step  in  making  these 
ventures  work  —  and  we  don’t  mean 
coaching  the  paper’s  movie  critic  about 
how  to  look  right  into  the  camera  or  put 
on  blush. 

Lincoln  Millstein,  a  former  editor  at 
the  Boston  Globe  who  is  now  its  vice 
president  of  new  media,  recalls  holding 
brown  bag  lunches  in  the  newsroom  for 
almost  six  months  before  Globe 
reporters  began  making  short  appear¬ 
ances  on  New  England  Cable  News,  a 
regional  24-hour  channel  operated  joint¬ 
ly  by  Hearst  and  Continental  Cable. 

Second,  education  should  cover  some 
understanding  of  the  business  plan  for 
everyone  —  including  the  newsroom. 

Right  now  plans  are  all  over  the  map. 
The  Pottsville  (Pa.)  Republican,  for 
example,  trades  promotion  in  its  paper 
and  its  audiotex  service  for  a  daily  weath¬ 
er  report  from  a  local  TV  station.  Inquirer 
News  Tonight  shares  revenue  with  a 
local  Tribune-owned  UHF  station  and 
sells  advertising  with  it. 

Some  of  the  cable-delivered  services 
have  two  revenue  streams  —  advertising 


and  per-subscriber  fees  paid  by  the  cable 
operators. 

(In  fact,  the  latter  are  essential,  accord¬ 
ing  to  Alan  Bell,  who  attributes  the  finan¬ 
cial  problems  of  the  Orange  County 
News  Chaimel  to  the  refusal  ofTimes- 
Mirror-owned  systems  to  pay  those  fees.) 

Theoretically,  once  people  under¬ 
stand  the  strategic  and  economic  ratio¬ 
nale  for  a  new  venture,  they  should  be 
supportive  —  or  at  least  flexible  — 
about  a  third,  potentially  troublesome 
issue:  job  responsibilities  and  compensa¬ 
tion.  Participation  is  voluntary  —  and 
usuall)'  enthusiastic  —  among  journalists 
at  the  majority  of  papers  we  talked  to. 
Most  receive  no  extra  payment  for  their 
work.  Only  the  Philadelphia  Inquirer 
reported  protracted  problems  with  the 
Writers  Guild,  which  it  has  since  re¬ 
solved. 

Fourth,  if  you’re  going  to  make  a  major 
commitment  to  television,  hire  some 
television  professionals  and  use  your 
print  reporters  as  “experts”  who  can  be 
interviewed  on  camera,  much  as  Ted 
Koppel  debriefs  ABC  correspondents.  It’s 
a  strategy  that’s  worked  at  round-the- 
clock  cable  news  charmels. 

Better  yet,  consider  the  old  “small  is 
beautiful”  approach  to  pioneering  and 
start  with  some  simple  promotional 
products. 

For  example,  the  Hanover  Et>ening 
Sun  began  building  its  relationship  with 
its  local  cable  operator  by  publishing  a 
TV  guide. 

Meanwhile,  in  exchange  for  providing 
it  with  local  content,  Lenfest,  an  East 
Coast  cable  company,  creates  for  its 
newspaper  partners  a  lO-minute  news¬ 
cast  of  text  and  photos.The  product  fea¬ 
tures  the  newspaper  brand  and  nms  con¬ 
tinuously  on  the  basic  tier  of  Suburban 
Cable,  a  Lenfest  subsidiary  with  systems 
in  Pennsylvania,  New  Jersey  and 
Delaware. 

Finally,  if  you  don’t  watch  TV  news, 
remember  that  you  may  have  company. 
A  recent  survey  by  the  Pew  Research 
Center  for  the  People  and  the  Press 
found  that  the  audience  for  both  net- 
woric  and  local  news  shrank  last  year.Tlte 
drop  off  in  local  news  among  regular 
viewers  under  30  was  steep  —  a  full  13 
points  —  from  64%  in  1995  to  51%  this 
year. 

Those  younger  viewers  haven’t  come 
home  to  newspapers,  as  any  editor  or 
publisher  can  tell  you.  Which  suggests  to 
us  that  the  appetite  for  local  news  — 
print  or  electronic  —  may  be  in  decline, 
unless  people  in  the  business  try  to 
revive  it.  And  that  could  mean  that  col¬ 
laboration,  rather  than  competition,  is  in 
everyone’s  best  interest. 
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discuss  options  and  survey  newspapers 
about  their  needs.  From  this  group  came 
a  recommendation  for  a  tightly  focused 
and  tightly  managed  association. 

CNA  would  have  three  missions: 

♦  Advocacy:  Facing  federal  and  provin¬ 
cial  regulation  on  issues  ranging  from 
antitrust  to  environmental  rules  to  tax 
and  postal  rates,  CNA  will  put  together 
the  first  real  lobbying  effort  in  the  indus¬ 
try’s  history. 

♦  Marketing. 

♦  Affiliation:  By  this,  the  CNA  means 
that  it  will  link  member-newspapers 
with  services  provided  by  others,  rather 
than  originate  services.  For  instance, 
rather  than  offer  technical  services,  CNA 
will  ally  with  the  World  Association  of 
Newspapers  or  NAA.  Rather  than  offer 
training,  it  will  partner  with  the 
American  Press  Institute  or  Inland  Press 
Association,  Paikinson  said. 

“We  are  not  going  to  solve  industry 
problems  for  newspapers,”  Parkinson 
said. 

CNA  has  also  adopted  organizational 
requirements  that  will  be  familiar  to  NAA 
members. 

For  instance,  all  newspapers  in  a  chain 
must  be  members.  Dues  will  be  based  on 
total  circulation.  And  a  committee  sys¬ 
tem  will  replace  the  relatively  laige  staff 
the  CNA  had  maintained. 

CNA  has  an  eight-member  board  of 
governors  representing  one  representa¬ 
tive  from  all  the  major  chains  plus  one 
member  to  represent  independent 
papers. 

A  15-member  board  of  directors  will 
be  apportioned  according  to  a  chain’s 
total  dues.  While  the  Newspaper 
Maiketing  Bureau  is  going  out  of  busi¬ 
ness,  its  biggest  product,  NADbank  — 
the  Newspaper  Audience  Databank 
research  program  —  will  continue  under 
the  CNA  umbrella.  However,  only  CNA 
members  will  be  permitted  to  partici¬ 
pate  in  future  NADbank  studies. 


Award 

Name  Change 

The  first  amendment  Defense 
Award,  presented  annually  to  a  Flor¬ 
ida  weekly  newspaper  by  the  Florida 
Press  Association,  has  been  renamed. 

The  new  name,  the  Jon  A.  Roosenraad 
Award  For  First  Amendment  Defense, 
honors  Roosenraad,  a  longtime  faculty 
member  of  the  University  of  Florida  Col¬ 
lege  of  Journalism  and  Communications. 
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Clinton’s  speech  warning  of  tax  hikes  to 
cover  budget  deficits. 

“That  stinks,”  Hoffenberg  reportedly 
said.  “We  gotta  say,  tlie  cocksucker  is 
gonna  bleed  us.  Say  that.  The  cocksucker 
is  gonna  bleed  us  dry.” 

The  headline  was  changed,  but  not  to 
that. 

Then  there  was  the  time  when  Hamill 
was  signing  his  contract  to  become  edi¬ 
tor.  Hoffenberg  interrupted  him  to  say, 
“Hey,  Pete,  you  went  out  with  Jackie  O? 
(Referring  to  Jacqueline  Kennedy  Onas- 
sis.)  What  was  she  like?  Was  she  hot?” 

Then  things  really  got  wild  when  Hof¬ 
fenberg  one  day  called  Cuozzo  to  tell 
him  some  “good  news.”  He  had  gotten  a 
partner  for  the  Post  —  Abe  Hirschfeld, 
described  by  Cuozzo  as  “builder,  political 
nuisance  candidate  and  the  instigator  of 
bizzare  lawsuits.” 

Among  Hirschfeld’s  suggestions  to 
Hamill;  run  more  photos  of  girls  on  the 
front  page  and  run  poetry  written  by  his 
wife  on  Page  3. 

Hoffenberg  and  Hirschfeld  soon 
became  enemies  and  both  tried  to 
acquire  the  paper.  Hoffenberg  was  seen 
as  lesser  of  two  evils  by  the  editors  and 
staffers,  but  the  creditors  of  Kalikow 
wanted  Hirschfeld. 

With  Hirschfeld  temporarily  in  con¬ 
trol,  he  brought  in  Wilbur  Tatum,  owner 
of  the  Amsterdam  News,  a  black  weekly, 
and  announced  that  Tatum  would  be 
replacing  Hamill  as  the  new  editor  of  the 
Post.  He  also  said  he  was  firing  300  peo¬ 
ple,  nearly  half  the  Post  staff. 

Gerald  Bray,  the  paper’s  executive  edi¬ 
tor,  refused  and  Hirschfeld  told  him  to 
resign.  He  did. 

He  eventually  fired  all  the  top  editors, 
only  to  rehire  them  the  next  day. 

The  paper  was  in  chaos.  Cuozzo 
writes  that  managing  editor  Kalech  came 
up  with  a  plan  to  “demonize  Hirschfeld 
and  Tatum  throughout  the  paper.  I  won¬ 
dered  if  we  could  go  to  jail  for  libel.Then 
1  looked  around  the  newsroom.  People 
were  giving  interviews  and  photocopy¬ 
ing  clips.  It  was  going  to  be  tough  to  put 
out  any  kind  of  paper.” 

But  they  did  put  out  the  paper  the 
next  day.  The  infemous  issue  with  Post 
founder  Alexander  Hamilton  on  the  front 
page  shedding  a  tear.The  paper  was  filled 
with  stories  ripping  apart  Hirschfeld, 
Kalikow  and  others  and  asking  the  pub¬ 
lic  for  help  in  saving  the  paper. 

All  this  was  done  without  the  knowl¬ 
edge  of  Hirschfeld. 

When  the  delivery  trucks  left  the  load¬ 
ing  docks,  Kalech  and  Cuozzo  embraced. 


Cuozzo  called  Bray  at  home. 

“You  won’t  believe  what  we’ve  done.  I 
don’t  believe  it.” 

The  edition  made  national  news. 
Hirschfeld  unbelievably  went  on  TV  stat¬ 
ing  that  it  was  all  his  idea. 

“Great,  brilliant.  I  think  I’m  in  the  cal¬ 
iber  of  Einstein.  I  am  elated.  Never  in  the 
history  of  the  world  did  a  man  have  ten 
pages  of  a  newspaper  devoted  to  him,” 
Hirschfeld  said. 

That  edition  of  the  newspaper  and 
another  one  the  next  day  led  to  New 
Yoric  Governor  Mario  Cuomo  getting 
involved  in  an  attempt  to  find  a  buyer  to 
keep  the  paper  alive. 

While  the  search  was  going  on,  a 
“white  knight”  emerged  —  former 
owner  Rupert  Murdoch.  He  wanted  to 
again  own  the  newspaper,  but  was  pre¬ 
vented  by  federal  cross-ownership  rules 
since  he  already  owned  the  local  TV  sta¬ 
tion,  Channel  5. 

Seeing  that  the  newspaper  had  no 
chance  of  survival  unless  it  granted  Mur¬ 
doch  an  exception  of  the  rules,  the  gov¬ 
ernment  bent  and  Murdoch  was  allowed 
to  acquire  the  newspaper,  which  he  still 
owns. 

In  the  aftermath,  Cuozzo  writes,  “One 
night  my  wife  and  I  watched  from  our 
apartment  terrace  overlooking  First 
Avenue  as  a  Post  delivery  truck  dropped 
off  the  first  edition  at  a  newsstand  down 
the  block. 

“When  I  see  that,”  his  wife  Jane  said,  “I 
still  have  trouble  believing  it.  All  that 
craziness  when  Kalikow  went  bankrupt 
—  did  it  really  happen?  Was  it  a  dream?” 


Hispanic 

Continued  from  page  12 

hold  up  to  them  is  the  world  —  not  a 
reflection  of  themselves.” 

The  U.S.  has  been  burned  by  its  igno¬ 
rance  of  international  affairs,  DeLama 
argued.  Among  them;  the  misreading  of 
Saddam  Hussein’s  intentions  in  the  Per¬ 
sian  Gulf  even  after  being  a  sort  of  ally 
for  more  than  a  decade. 

“Now  the  same  sort  of  thing  is  hap¬ 
pening  in  China,”  he  said. 

DeLama’s  hope  of  having  Latino  jour¬ 
nalists  lead  a  renaissance  in  international 
news  is  not  likely  to  be  easy,  evidence 
suggests. 

For  instance.  Herb  Sierra,  general  man¬ 
ager  of  CNN  Noticias,  a  Spanish-language 
radio  news  organization,  says  Americans 
of  whatever  national  origin  appear  indif¬ 
ferent  to  international  news. 

“Our  U.S.  affiliates  are  either  not  inter¬ 
ested  in  international  news  or  only 
want  headlines,”  he  said.  “But  our  Latin 


American  outlets  want  news  from 
Moscow,  from  Israel,  from  Africa ....  His- 
panics  in  the  U.S.  become  Americanized. 
They  retain  their  identity,  yes,  but” 
acquire  the  American  disinterest  in  for¬ 
eign  affairs. 


Bias 

Continued  from  page  24 

Washington  Post  media  reporter 
Howard  Kurtz  noted  that  Bozell  “makes 
some  good  criticisms  of  the  media,  but 
people  should  recognize  that  he  comes 
at  the  subject  from  a  highly  partisan 
background.  That  doesn’t  mean  that 
what  he  says  is  wrong,  but  there  is  a 
political  agenda  there.” 

Prior  to  starting  the  MRC  in  1987, 
Bozell  served  as  chairman  of  the  board 
and  president  of  the  National  Conserva¬ 
tive  Political  Action  Committee  (NCPAQ 
and  was  executive  director  of  the 
National  Conservative  Foundation.  He 
also  was  the  financial  director  for  Pat 
Buchanan’s  presidential  campaign  in 
1992  and  has  guest  hosted  the  “Rush  Lim- 
baugh  Show.” 


Notes 

Continued  from  page  29 

Nexpo  attendees  who  stayed  at  the 
Las  Vegas  Hilton  might  be  inclined  to 
rename  it  “Really  Annoying  Marketing.” 
For  the  Hilton  gave  newspaper  industry 
people  a  glimpse  of  the  dark  side  of  mul¬ 
timedia  advertising. 

Promotions  for  Starlight  Express  — 
“Andrew  Lloyd  Webber’s  Triumphant 
Musical,”  as  the  ubiquitous  tagline  goes 
—  were  relentless.  As  soon  as  Hilton 
guests  checked  in,  they  were  given  room 
keys  with  the  Starlight  Express  logo. 
Other  logos  were  printed  on  cocktail 
napkins  and  matchbooks.  A  cardboard 
tent  ad  hyped  the  triumphant  musical  in 
each  room.  And,  of  course,  signs  —  neon 
and  otherwise  —  were  posted  every¬ 
where. 

Every  20  minutes  or  so,  a  recorded 
announcement  intoned,  “The  box  office 
is  now  open.  Tickets  are  available  for 
Andre  Lloyd  Webber’s  triumphant  musi¬ 
cal,  Starlight  Express? 

“It  reminds  me  of  downtown  scenes 
in  Blade  Runner?  an  awed  European 
press  engineer  said. 

Perhaps  even  more  chilling;  Many 
Hilton  guests  received  their  complimen¬ 
tary  copies  of  USA  Today  in  a  giant 
sleeve  listing  the  show  schedule  of 
Andrew  Lloyd  Webber’s  triumphant 
musical. 
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1 1  W.  19th  Street  •  New  York,  NY  1001 1  •  Phone  (212)  675-(380  •  Fax  (212)  929-1259 


FEATURES  AVAILABLE 


ASTROLOGY 

FEATURES  AVAILABLE 

Daily-Weekly-Monthly  Features 
Camera  Ready.  Time  Data  Syndicate 
(603)  623-7733  or  (800)  322-5101 

3  COMIC  STRIPS,  4  SAMPLES  of  each. 
Send  $5,  Classic  Features,  1020  E. 
Pass  Road,  Gulfport,  MS  39507. 

AinOMOTIVE 

GAMING/WALL  STREET 

CAR  FEATURES  are  our  business:  Col¬ 
umns  available  on  road  tests,  car  care, 
auto  trivia/histary.  (810)  573-2755. 

HEARD  ON  THE  STRIP  -  Lively  weekly 
column,  inside  Las  Vegas.  ('News 
Before  It's  NEWS!)  Written  by  GAM¬ 

BUSINESS 

ING  TODAY  business  editor  Chuck  Di 

BUSINESS  EDITORS 

You  can  create  your  own  lively  market¬ 
ing  column  -  daily  or  weekly  -  by  sub¬ 
scribing  to  Advertising  Age's  Doily 
World  Wire.  25  to  30  timely  stories 
and  shorts  compiled  by  the  leading 
authority  on  marketing  and  delivered 

Rocco,  who  has  covered  the  casino 
capital  of  the  world  since  1975. 
Accent:  public  gaming  companies. 
Many  news  firsts  to  its  credit.  Samples 
call  (702)798-1151. 

HUMOR 

to  you  each  day  by  e-mail  by  5  p.m. 
NY  time.  For  samples,  sencT  your  e- 
moil  to  Joe  Hanley,  CRAIN  NEWS 
SERVICE,  Phone:  (212)  254-0890, 
Fox:  (212)  254-7646. 

E-mail:  mglover@crain.com. 

IN  A  NUTSHELL:  Award-winning,  700 
words,  weekly.  Free  Samples:  Barbara 
Naness,  1 1 9  Washington  Ave.,  Staten 
Island,  NY  10314.  (718)  698-6979. 
hltp://www.interealm.com/p/nutshell 

She  tickles  funny  bones  and  touches 
hearts.  FAMILY  HUMORIST.  Deb  Di 
Sandro,  (847)639-1232 


WHY  NOT  TAKE  A  CHANCE?  Weekly 
500  word  column,  first  6  months  free. 
Won't  lost  long  at  these  prices.  Call  (or 
Perry...(713)  802-2799.  You'll  like  it... 


MOVIE  REVIEWS 


MINI  REVIEWS.  Essential  information 
for  moviegoers.  Camera  ready.  Star 
photos.  Graphic,  provocative  rating 
system.  Cineman  Syndicate,  P.O.  Box 
4433,  Middletown,  NY  10940; 

(914)  692-4572.  Fox  (914)  692- 
8311. 


PUZZLES 


BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
FREE  packet  with  sample  puzzles 
(409)  295-5794  •  fox  (409)  295-9624 
PO  Box  1 972,  Huntsville,  TX  77342 


PUZZLE  FEATURES  SYNDICATE 
The  Finest  In  Crossword  Puzzles 
Call  (800)  292-4308/(909)  672-2594 


SYNDICATION  SERVICES 


Golf»Garden*Cyber»Cars»Humor»More 
Camera-ready»Modem»Disk»Free  Trial 
Daily-Weekly-Monthiy  from  BULLEONE 
(216)  261-3423»Fcix:  (216)  261-9656 


E&Fs  Classified 


The  newspaper 
industry's  meeting 
place. 

(2U)  6754380 


ANNOUNCEMENTS 


BUSINESS  OPPORTUNITIES 


SMALL  NEW  ENGLAND  regional  natural 
health  and  fitness  newspaper  on  Cape 
Cod,  seeks  entrepreneurial  team  to  go 
national.  In  place  August  1 996:  Business 
plan,  extensive  author/prospect 
databases.  Growing  successfully  2  1/2 
years.  Office  equipment;  small  freelance 
staff.  Member  S.  NE.  Better  Business 
Bureau.  Call  (508)  394-8691. 


NEWSPAPER  APPRAISERS 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(407)  368-4352 
123NW13thSt.,  Suite  214-8 
Boca  Raton,  FL  33432 


DAVID  R.  STILL 
CAPITAL  ENDEAVORS,  INC. 
Serving  the  Southeast 
Newspapers  &  Magazines 
Brokerage  and  Appraisals 
Box  895,  Lowrenceville,  GA  30246 
(770)  962-8399  FAX  (770)  962-8640 


NEWSPAPER  BROKERS 


625Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
P.O.  Box  442 
Clarksburg,  MD  20871 
Larry  Grimes  Pres.-(301)  540-0636 
Tom  Sexton,  N.England  (61 7)  545-61 75 
Wren  Barnett,  South  (704)  698-0021 
Ron  Holla,  Canada  E.  (613)  525-1666 


BILL  MAHHEW  COMPANY  conducts 
professional,  confidential  negotiations 
(or  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(813)  733-8053 

or  write  Box  3364,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. 


NEWSPAPER  BROKERS 


DAVE  GAUGER 
Sales  &  Appraisals 
(3auger  Media  Service,  Inc. 
Box  627,  Raymond,  WA  98577 
(360)  942-3560 


JAMES  W.  HAa,  JR. 
Newspaper 

Sales,  Appraisals,  Consultations 
Jim  Hall  Media  Services 
410  Elm  St.,  Troy,  AL  36081 
(334)  566-7198 
Fax  (334)  566-01 70. 


JIM  WEBSTER  &  ASSOCIATES 
Brokers,  Appraisers,  Operators 
(817)599-5785 

31 5  York,  Weatherford,  Texas  76086 


MEDIAAMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fox  (404)  364-6533 
Lon  W.  Williams 


MEL  HODEa  NEWSPAPER  BROKER 
51 96  Benito,  Montclair,  CA  91 763 
(909)  626-6440  Fox  (909)  624-8852 


MICHAEL  D.  UNDSEY 
1221  N.  Kingston  St. 

Gilbert,  AZ  85233  (602)  813-9344 


PHIlllPS  MEDIA  SERVICES,  INC. 
Consultants-Investments 
Monogement-Brokers 
P.O.  Box  3308 
Merrifield,VA  221 16-3308 
(703)  846-8410  Fax  (703)  846-8406 

Buyers  or  sellers.  Coll  Dick  Briggs. 
(864)  457-3846.  No  obligation. 
Sales  •  Appraisals  •  Consulting 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


NEWSPAPER  BROKERS 


RICKENBACHER  MEDIA  CO. 
Your  broker  for  Southwest 
and  Middle  America. 

3828  Mockingbird  Lane 
Dallas,  TX  75205 

(214)  520-7025  Fax  (214)  520-6951 


SOUTHERN  NEWSPAPERS,  INC. 
Dick  Smith,  President 
1 08  Jane  Cove-Clarksdale,  MS  3861 4 
(601 )  627-7906  Fax  601  -627-79063* 
W.C.  Shoemaker-Jerry  Mooney 
P.O.  Box  457,  Kosciusko,  MS  39090 
(601 )  289-2004  or  (800)  890-4706 
Fax  (601)289-3254 


Whitesmith  Publication  Services 
Rod  Whitesmith,  (360)  892-7196 
Box  4487,  Vancouver,  WA  98662 


NEWSPAPERS  FOR  SALE 


FLORIDA:  Health  publication, 
$75,000;  NORTH  CAROLINA:  small 
shopper  $195,000.  Mayo  Communi¬ 
cations,  (813)  971-2061. 


FREE  TO  GOOD  HOME:  Retiring 
owners  of  4,000  circ.  adjudicated 
weekly  in  Western  mountain  resort  will 
cede  control  of  paper  to  qualified 
person|$)  in  exchange  for  commitment 
to  make  it  grow.  $200,000-f  yearly 
gross,  could  be  doubled.  Must  assume 
small  debt  and  subscription  liability. 
Reply  to  Box  07834,  Editor  &  Pub¬ 
lisher. 


HERE'S  YOUR  CHANCE:  Small  beach 
town  weekly,  worlds  best  climate,  1 2 
years  old,  adjudicated.  Investing  part¬ 
ner  to  start  -  takeover  later.  Owner/ 
editor  wants  semi-retirement  and  will 
negotiate.  Box  07840,  Editor  &  Pub¬ 
lisher. 

All  I  am  is  a  freshness  freak. 

Joni  Mitchell 


NEWSPAPERS  FOR  SALE 


LAS  VEGAS:  Niche  publication  estab¬ 
lished  over  5  years.  Na  competition. 
$1 25K  terms.  702-871  -9962  M-F,  9-5 


OFFICIAL  NEWSPAPER  in  a  thriving 
Western  Montana  town  is  being 
offered  for  sale.  This  has  been  in  con¬ 
tinuous  operation  since  1914.  Priced  to 
sell  at  $1  10,000.00  with  possible 
owner  terms.  Call  Jim  at  Realty  West  in 
Deer  Lodge  (406)  846-1000. 


MID  SOUTH  AREA:  Three  niche 
tabloids,  highly  successful,  w/almost 
3/4  million  annual  gross.  Selling  @ 
less  than  1/2  annual  gross.  Sale  due 
to  ill  health.  Publications  cover  eight 
states.  No  news  staff  to  deal  with. 
Sales  personnel  paid  on  commission 
only  I  Staff  will  stay.  Can  net  over  20% 
with  nrare  experienced  operator.  (901) 
276-71 1 1 


OPPORTUNITY  FOR  PRINTER  -  Small 
central  Texas  weekly,  with  big 
commercial  printing  operation.  Printing 
orders  from  all  over  U.S.  Strong  farming, 
ranching  area.  Bill  Berger,  Associated 
Texas  Newspapers,  Inc.,  1801 
Expositions,  Austin,  TX  78703.  (512) 
476-3950. 


NEWSPAPERS  WANTED 


AMERICAN  PUBLISHING  COMPANY 
is  aggressively  seeking  newspaper 
acquisitions  with  circulations  of  5,000 
or  greater.  APC  is  owner/operatar  of 
;  420  publications,  including  112  daily 
I  newspapers.  All  correspondence  and 
I  discussions  are  confidential.  Contact: 
i  KENNETH  W.  COPE,  Exec.  V.P. 
j  1 006  West  Harmony 

:  Neosho,  MO  64850 

Phone  (417)  451-1520 

1  WE  ACCEPT 

MASTERCARD/VISA 
AS  PAYMENT 
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ANNOUNCEMENTS 


NEWSPAPERS  WANTED 

AWARD-winning  Midwest  newspaper 
group  seeks  to  odd  paid  newspapers 
to  its  group  of  fine  publications,  large 
down  payments  or  oll-cosh  available. 
Seeking  medium-sized  and  large 
circulation  quality  papers  and  groups. 
Management  welcome  to  stay  in  place. 
All  replies  guaranteed  held  confiden¬ 
tial.  Reply  to  Box  071 48,  Editor  &  Pub¬ 
lisher. 


NEWSPAPERS  WANTED 


NEW  MEDIA  COMPANY  with  operat¬ 
ing  newspapers  seeks  community,  sub¬ 
urban  newspapers,  shoppers,  alternate 
delivery  systems.  Management 
encouraged  to  remain  and  participate 
in  investment. 

All  inquiries  held  in  strictest  confidence. 
Reply  to  Box  07688,  Editor  &  Publisher. 


E&F  Classified 

It’s  Your  Peoplc'tO'People  Meeting  Place 

With  an  ad  in  Editor  &  Publisher  you  reach  the 
|working  journalists  you  want  every  week.. .83, 000 
strong. 

Rates  and  order  form  are  at  the  end  of  the 
Classified  section.  Fax  your  ad  to  (212)  929-1259, 
or  mail  it  to: 

Editor  &  Publisher 
Classified  Department 
11  W.  19th  Street 

1  New  York,  NY  10011 


JOURNAUSM  AWARDS 


SECOND  ANNUAL 

Medill  School  of  Journalism/Strong 
Funds  awards  for  best  Midwestern  cov¬ 
erage  of  business  and  financial  news 
for  the  investor. 

Open  to  dailies,  weeklies,  manthlies 
and  broadcast  outlets  in  Illinois,  Indi¬ 
ana,  Iowa,  Michigan,  Minnesota, 
Missouri,  North  Dakota,  Ohio,  South 
Dakota,  Wisconsin,  for  work  published 
from  July  1,  1995  through  June  30, 
1996. 

Sponsors:  Medill  School  of  Journalism, 
Northwestern  University,  and  Strong 
Funds,  a  Milwaukee-based  group  of 
mutual  funds. 

A  $2,500  PRIZE  for  the  best  entry  in 
each  of  seven  categories: 

•Overall  coverage  of  news  for  the 
investor  by  a  daily,  weekly,  or  monthly 
news  organization. 

•Financial  columnist  (send  3  columns). 
•Spot  news  reporting  on  a  personal 
finance  topic  affecting  investors.  Daily 
newspaper  only. 

•Feature  or  column  on  a  personal 
finance  topic  affecting  investors.  Daily, 
weekly  or  monthly. 

•Profile  on  a  publicly-traded 
Midwestern  company  that  offers  useful 
information  for  investors.  Daily,  weekly 
or  monthly. 

•General  markets  coverage,  feature  or 
series,  that  helps  investors  understand 
stock,  bond  or  other  financial  markets. 
Daily  newspaper  only. 

•Broadcast  feature  or  series  useful  to 
investors. 

Deadline  JULY  15.  Applicants  should 
submit  original  and  one  copy  to  Jan 
Boudart,  c/o  Medill  School  of  Journal¬ 
ism,  Fisk  204,  Northwestern  University, 
Evanston,  IL  60208.  Attention:  Strong 
Funds/Medill  awards. 


REAL  ESTATE 


GOVERNMENT  FORECLOSED 
HOMES  FOR  pennies  on  $1.  Delin¬ 
quent  Tax,  Repo's,  REO's.  Your  Area. 
Toll  free  1  (800)  898-9778  Ext.  H- 
51 89  for  current  listings. 


RENTALS  AVAILABLE 


REPUBLICAN  Convention  San  Diego 
Executive  residence  available 
No  pets.  No  smoking,  $300  per  day 
(520)  577-6088 


NEWS 

MAKES  THE  DIFFERENCE 

•  Editor  &  Publisher  is 
NOT  a  monthly  journalism 

review. 

•  Editor  &  Publisher  is 
NOT  a  monthly  association 

house  organ. 

•  Editor  &  Publisher  is 
NOT  sponsored  by  a 
university,  society  or 

foundation. 

•  Editor  &  Publisher  IS  the 
only  independent  weekly 
NEWS  magazine  covering 
the  newspaper  industry. 

EDITOR  &  PUBUSHER 
11  Westl9lh  Street 
New  York,  NY  1001 1 
(212)  675-4380 


EQUIPMENT  &  SUPPLIES 

PRESSES 


CAMERA  &  DARKROOM 

SQUeeze  Lens  mfg.  since  1 968.  Fine 
tune  process  camera  lens  alignment, 
focus  &  calibration.  Herb  Cadbom 
CK  Optical  (310)  372-0372. 

MAILROOM 

BELL  &  HOWELL  8  station  inserting 
machine  Model  A340-C8  for  sale.  Con¬ 
tact  Donald  Day,  (800)  883-6930. 


GOOD  RECONDITIONED  Cheshire 
and  Kirk-Rudy  labeling  machines  with 
single  and  multiwide  label  heads  and 
quarter  folders.  Call  Scott  or  Tom  at 
(800)  527- 1 668  or  (21 4)  869-2844. 


PRE-OV/NED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817  Fax  (770)  590-7267 

Refurbished  odd  on  pockets 
MULLER  MARTINI  227 
KANSA  320  and  480  AVAILABLE 
Call  MidAmerica  Graphics  at 
(800)  356-4886. 

USED  MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 
(407)273-5218  Fax  (407)  273-901 1 


Showing  up  is  80  percent  of  life. 

Woody  Allen 


WE  WANT  TO  BUY  YOUR 
EXCESS  PRESS  EQUIPMENT 
FOR  SALE: 

4-10  Unit  Harris  V-15D  w/2  JF4 
commercial  folders, 

AVAILABLE  IMMEDIATELY!! 
2-unit  Ductor  style  V-1 5A  w/JF7  folder 
1  Rebuilt  Community  floor  unit  1 975 
IMMEDIATE  DELIVERY!! 


GLOBAL  GRAPH!CS,  INC. 

(91 3)  541  -8886  Fax  (91 3)  541  -8960 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  A4AN  4/2  presses.  AL  TABER 
(770)  552-1528  Fox  (770)  552-2669 

PRESSES  WANTED 

URGENTLY  REQUIRED  I 

Goss  metro  units  and 
complete  press  lines. 
Cut-off  22",  22  3/4"  23  9/16" 
Immediate 

confidential  decision. 

Box  07773,  Editor  &  Publisher 

PRESSES 


FOaOWING  IS  A  BRIEF 
DESCRIPTION  OF  A  FEW  OF  THE 
PRESSES  INLAND 
IS  CURRENTLY  OFFERING 

•22  3/4"  cut-off  GOSS  COLORUNER 
with  36  printing  couples,  double  3:2 
folder  &  9  RTF's. 

•Three  METROLINER  mono  units,  45" 
RTF's  &  Y  columns  -  22  3/4"  cut-off. 
•6-unit  GOSS  COSMO,  1 976  vintage 
with  6  floor  position  units,  double  2:1 
(older. 

•7-unit  GOSS  COMMUNITY  w/SC 
(older,  22  3/4". 

•4-unlt  GOSS  COMMUNITY  available 
immediately,  22  3/ 4"  cut-off. 

•2-unit  HARRIS  VI 5D  with  JF15  -  1978 
vintage. 

•6-unit  NEWS  KING  with  KJ6  folder  & 
30  h.p.  motor. 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 

(913)492-9050 
Fax  (913)492-6217 


When  action  grows  unprofitable,  gather 
information;  when  information  grows 
unprofitable,  sleep. 

Ursula  K.  LeGuin 


PRESSES 


METRO  LINER  TOWER 
PRESS  UNITS 
PUBUSHERS: 

A  UNIQUE 
OPPORTUNITY  TO 
RE-EQUIP 

Exclusive  Sale-  Outstanding 
ntetro'liner  plant  22”,  560  MM 
cut-off,  updated,  75,000  cph, 
48  Goss  tnetto-liner  units,  10 
4x1  metro  towers,  1976-1988 
with  excellent  colour  capacity, 
48  45”  Goss  digital  autopasters 
8  3/2  lap  and  pin  folders  8 
upper  balloon  formers 
8  intermediate,  former  arrange¬ 
ments  complete  with  stitchers 

The  very  latest  in  pic  thyristor 
drives  present.  Dampening 
timer  spray  dampners.  Mcxlem 
press  control  systems  all  to  be 
fitted  with  the  most  advanced 
inking  technology  available. 

Printing  Press  Services 
Sellers  Street  Factory 
Preston,  Lancashire 
ENGLAND,  PRl  5EU 
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EQUIPMENT  &  SUPPLIES 


_ PRESSES _ 

2  UNIT  GOSS  COMMUNITY  (grease) 
press  with  high  speed  Suburban  (older 
(1/2,  1/4),  in  very  good  condition. 
Stacker,  Comm,  folder,  tying  machine, 
ink  pump,  plate  sink,  bender,  NuArc 
zenon  plate  burner,  spares.  $73,500. 
$50,000  dawn,  will  finance  balance. 
Mr.  Clark,  (540)  464-6600;  fax:  (540) 
464-6603. 


WANTED  TO  BUY 

CALLUS  -WE  BUY 
Used  press  and  mailroom  equipment 
Call:  Al  Taber  ar  Bill  Kanipe 
ALTA  GRAPHICS,  INC. 

(770)  428-581 7  Fox  (770)  590-7267 

When  the  going  gets  weird,  the  weird 
turn  pro. 

Hunter 


WANTED  TO  BUY 


IMMEDIATE  NEED  FOR  MULLER 
MARTINI  INSERTERS  227E  &  227S 
WILL  PAY  TOP  DOLLAR 
Call  Chris  George  (800)  356-4886  or 
Fax  (816)  887-2762. 


INTERESTED  IN  buying  a  Muller 
Martini  inserter  -  Model  #227-S. 
Please  call 

James  Hutchinson  or  Bill  Brown 
(800)  878-9537  Fox  (301 )  953-7220 


INDUSTRY  SERVICES 


CIRCULATION  CONSULTANTS 


KAMEN  &  CO.  GROUP  SERVICES 
Our  firm  develops  solutions  worldwide 
(516)  379-2797/(81 3)  786-5930 


CIRCULATION  SERVICES 


ABOVE  THE  CROV/D 
CIRCULATION  DEVELOPMENT  INC. 
Newspaper  Telemarketing  Specialists 
(800)  247-2338 


CIRCULATION  DEVELOPMENT  SOUTH 
Complaint  free  telemarketing  w/quality 
subscriptian  sales  and  guaranteed  col¬ 
lections.  Nationwide.  (800)  844-3581 

TELEA4ARKETING 
Save  money/lmprove  results 
or  the  review  of 
your  program  is  FREE 
ROBERT  T  BURNS 
(703)  356-6625 

24  YEARS  OF  CIRCULATION  AND 
TELEMARKETING  EXPERIENCE 


CIRCULATION  SERVICES 


IXTEmVENTWK  - 
t  HETENTION 
1-800-327-8463 


CIRCULATION  SERVICES 

LEVIS  NATIONAL,  INC. 

"We  Deliver  More  Homes  To  Your 
NEWSPAPER" 
TELEMARKETING 
(800)411-5863 
Our  28th  Year 

JOHN  A.  BURKE 

Single  Copy  Sales  -  Special  Promotions 
Sales  Crews  -  Telemarketing 
Call/Fax  (51 6)  588-2735 


METRO  NEWS  SERVICE,  INC. 

"RespanseABIUTY" 
Nationwide  TELEMARKETING 
since  1975 
(800)  950-8475 
Horace  Southward 


PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FUU  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
(800)  776-6397 


CLASSIFIED  SOFTWARE 

SOFTWARE  (or  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)  791-3301 
http:// www.fakebrains.cam/ scout. 


Just  pray  for  a  tough  hide  and  a  tender 
heart. 

Ruth  Graham 


DISTRIBUTION  SERVICES 


DISTRIBUTION  OF  PUBUCATIONS 
TO  NEWSSTANDS  ACROSS  THE  USA 
Dove  Chilton  (800)487-6397 
AUSTIN  NEWS  SERVICES  (National) 


INCORPORATION  SERVICES 


INCORPORATE  WITHOUT  Legal  Fees! 
Free  Booklet  Tells  How,  Includes  Forms. 
Call  Now!  (800)  345-2677 

PRESSROOM  SERVICES 


DO  YOU  NEED  EXPERT  ADVICE  ON 
YOUR  ELEaRICAL  DRIVE  SYSTEM? 

Masthead  can  help.  Masthead  also 
provides  dampening  systems,  parallel 
drives,  horsepower  upgrades  and 
modernization. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908  (505)  842-1357 
24-Hour  Line  P.O.  ^x  1 952 
Albuquerque,  NM  87103 

PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  flaors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
duct  work? 

Daily  Service  Contracts 
One  Time  Service 
Aa  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

30  Years  experience! 
PRESSROOM  CLEANERS 

CALL  TOLL  FREE  (800)  657-21 10 


HELP  WANTED 


ADVERTISING 


AD  DIRECTOR:  Daily  campus  newspa¬ 
per  seeks  full-time  leader  for  student- 
staffed  ad  department.  $1.5  million 
sales.  30  student  staff.  Ideal  candidate: 
proven  success  or  potential  in  manag¬ 
ing  student  newspaper  sales  staff;  profi¬ 
cient  in  training  and  motivating  college 
students  meeting  sales  goals; 
excellent  role  model,  mentoring  and 
client  skills.  Salary  competitive.  Full 
benefits.  DEADLINE:  July  19.  Begins 
late  August.  Submit  resume  and  letter 
by  mail,  e-mail  or  fax:  Don  Cross, 
Iridiana  Daily  Student,  Bloomington,  IN 
47405;  e-mail:  DCROSS@IN- 
DIANA.EDU;  (ox:  (812)  855-8009. 


There  is  no  safety  in  numbers,  or  in 
anything  else. 

James  Thurber 


ADVERTISING 


ADVERTISING  DIRECTOR  far  New 
York  City  area  newspaper  company. 
Our  weeklies  and  speciality  pub- 
licatians  gross  $1.5M  with  moderate 
effort  in  a  competitive  market.  We're 
looking  (or  an  AD  to  expand  the 
department  and  hire,  train  and 
motivate  our  reps. 

Competitive  Compensation/ 
Supportive  Publisher. 

Send  resume  and  salary  history  to  Box 
07837,  Editor  &  Publisher. 


ADVERTISING 


CLASSIFIED  AD  MANAGER  for  expan¬ 
ding  community  newspaper  group  in 
upscale  NYC  markets.  Excellent  salary, 
bonus  and  benefits  package.  Requires 
a  sales  pro  with  management  and 
classified  experience,  a  team 
motivator,  to  bring  our  Department  to 
its  next  level.  Reply  with  salary  history 
to  Box  07836,  Editor  &  Publisher. 


TELEMARKETING.. .Florida  Keys  only 
daily  newspaper  seeks  classified/retail 
telemarketing  manaaer  with  two  plus 
years  experience  for  telemarketing 
launch/ start  up.  Mail/fox  resume:  Key 
West  Citizen,  P.O.  Box  1800,  Key 
West,  FL  33041 .  Fax:  (305)  294-0768 


It's  a  Classified  Secret- We'//  never  reveal  the  identity  of  an  E&P  box  holder. 
If  you  don't  vrant  yoor  reply  to  go  to  certain  newspapers  (or  companies),  seal  your  reply 
in  an  envelope  addressed  to  the  E&P  Classified  Advertising  Department  with  an  attached 
note  listing  the  newspapers  or  companies  you  do  not  want  the  reply  to  reach.  If  the  Box 
Number  you're  answering  is  on  your  list,  we'll  discard  your  reply. 


WANTED  TO  BUY 

MINIMUM  OF  2  Community  oil  bath 
units  with  sidelay  and  running  circ. 
Stacked  units  ok.  Also  need  40  or  50 
HP  motor  with  controller,  or  additional 
folder.  Call  Patrick,  (970)  887-3334 


CALL  US  ABOUT  OUR 
LOW  CONTRACT  RATES 
(212)  675-4380,  ext.  170 


PRESSROOM  SERVICES 

HARD  TO  FIND  PRESS  PARTS? 
Largest  Press  Plumbing  Parts  Stock  in 
Country-Overnight.  GREAT  PRICES!! 
Filters,  Regulator  s,  Hoses,  Gauges. 
PACIFIC  NEWSPAPER  SERVICES,  INC. 
A/X  (800)201-7500  M/C 

REVENUE  CONSULTING 

NEW  REVENUE  SOURCES 
($100,000-(-  monthly)  alternate 
delivery  systems,  database  marketing, 
niche  publications... turn  key  programs 
(602)  482-3749,  call  for  market 
evaluations. 


TRANSPORTATION 


NATIONAL  TRANSPORTATION 
BROKER 

Distribution  of  Preprints,  Bulk  Mail, 
Magazines  and  Warehousing.  Com¬ 
plete  Routing  &  Quote  Services.  12 
years  Experience  in  Brokerage  of  Time 
Sensitive  Transportation. 

Call  Tim  Bartels  (800)  880-1958 
PRIORITY  LOGISTIC  SERVICES,  INC. 


RECRUITMENT 


4th  Decade  of  Service 
Walter  Lynn,  Vice  President 

800-523-7112 

GORDON 


_ ADVERTISING _ 

ADVERTISING  MANAGER 
NEW  ENGLAND  MARKET 

The  Bennington  (VT)  Banner  needs  a 
selling  ad  manager.  We  are  in  the 
process  of  developing  a  well-trained, 
aggressive  sales  team  and  you  could 
be  part  of  the  fun.  We  are  in  a  very  com¬ 
petitive  market.  If  you  are  a  fighter  and 
have  good  revenue  producing  Ideas, 
we  wauld  like  to  talk  to  you!  Please 
hove  some  people  powers  and  a  good 
selling  record.  Send  resume, 
references  and  salary  needs  to: 

Publisher 

Bennington  Banner 
425  Main  Street 
Bennington,  VT  05201 
No  phone  calls 

All  generalizations  are  untrue. 

A.  Keith  P'rtmon 
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HELP  WANTED 


ADVERTISING 


ADVERTISING  SALES  MANAGER 


We  are  a  large,  publicly  traded  pub¬ 
lishing  company  loolcing  for  on 
Advertising  Sales  Manager  for  one  of 
our  subsidiaries  in  a  top  20  market. 
This  would  be  a  great  opportunity  to 
join  a  fast-growing  company  with 
room  for  advancement  and  a  bright 
career  future. 


The  perfect  candidate  will  have  2-4 
years  of  advertising  sales  management 
experience.  This  individual  would  be 
described  as  aggressive,  fair  and 
innovative  by  their  peers  and  staff.  The 
staff  of  this  division  is  made  up  of  10 
outside  sales  representatives  and  a 
small  support  staff. 


We  offer  an  excellent  salary,  bonus 
plan  and  benefits,  including  a  401  (k) 
plan.  Our  employees  know  of  this  ad. 
Please  respond  to  Box  07844,  Editor  & 
Publisher  by  July  22,  1 996. 


RETAIL  ADVERTISING  MANAGER 


Advertising  Manager  needed  immedi¬ 
ately  for  a  southeastern,  morning  daily 
with  23,000  in  circulation.  Ideal  can¬ 
didate  will  have  at  least  five  years  of 
sales  experience,  proven  leadership 
and  motivated  and  aggressive  advertis¬ 
ing  sales  professionaL  Must  be  result 
oriented.  Benefit  package  including 
401  (k),  medical  and  dental  insurance 
and  paid  vacation.  Send  resume  with 
salary  reciuirements  to  Box  07845, 
Editor  &  Publisher. 


DIREaOR  OF  ADVERTISING 


Growing  group  of  community  newspa¬ 
pers  and  shopping  guides  in  affluent, 
metro  New  York  suburban  market 
seeks  a  results  oriented  professional  to 
coordinate  our  sales  management 
team.  You  will  work  closely  with  the 
publisher  and  lead  a  team  of  SO-k 
managers  and  account  execs  responsi¬ 
ble  for  all  display,  FSI  and  classified 
sales. 

To  succeed  in  ogr  highly  competitive 
market,  you  should  have  a  record  of 
improving  productivity,  innovating 
market  stratraies,  and  developing  and 
training  staff.  Experience  launching 
new  publications  a  plus.  Excellent  com¬ 
pensation  package  including  401  (k) 
and  health  plans.  Send  resume, 
references,  salary  history  to  Box 
07686,  Editor  &  Publisher. 


ADMINISTRATIVE 


ADMINISTRATIVE 


INDEPENDENT  family-owned  group  of 
daily  and  weekly  newspapers  seeks  a 
publisher  for  a  3,500  circulation  coun¬ 
ty-seat  weekly  in  Zone  4.  We  offer  a 
good  salary,  a  good  bonus  and 
independence.  We  want  a  publisher 
who  can  put  out  a  good  newspaper 
and  become  active  in  the  community. 
Send  resume  to  Wyatt  Emmerich, 
Emmerich  Newspapers,  P.O.  Box 
16709,  Jackson,  MS  39236. 


SHOPPER  MANAGER 


Full-time  Shopper  Management  Posi¬ 
tions  available  at  Add  Inc  which  pro¬ 
duces  70  weekly  publications  and  is  a 
division  of  employee  owned  Journal 
Communications,  Inc. 


We  are  seeking  a  qualified  individual 
who  has  experience  with  managing 
both  small  and  large  multi-zone  market 
shoppers.  Must  hove  proven  leadership 
ability  and  is  employee  and  customer 
focused.  Our  company  is  exciting, 
growing  and  progressive.  We  offer  an 
excellent  benefits  program  that 
includes  health  and  dental,  investment 
savings,  employee  stock  option  and  com¬ 
petitive  salary  and  bonus  programs. 


If  you  qualify,  send  your  resume  to: 


Add,  Inc. 

Attn:  Human  Resources  Dept 
P.O.  Box  609 
Waupaca,  Wl  54981 
EOE/M-F 


CIRCULATION 


CIRCULATION  HOME  DELIVERY 
MANAGER 


7-day  AM,  40,000  circulation  daily 
seeks  results-oriented  circulation  pro¬ 
fessional  to  manage  our  home  delivery 
operation.  Candidates  should  have 
excellent  communication,  leadership 
and  circulation  skills.  Position  reports  to 
Circulation  Director  and  will  manage  a 
dedicated  group  of  Zone  Managers 
and  District  Sales  Managers.  Excellent 
opportunity  to  join  a  prestigious  news¬ 
paper  group.  We  offer  competitive 
salary  with  bonus  plan  and  complete 
benefits  package.  Send  resume  and 
salary  history  to:  Box  07831,  Editor  & 
Publisher. 


CIRCULATION 


CIRCULATION  MANAGER  for  15,000 
daily  newspaper  in  sunny  South  Cen¬ 
tral  Florida.  Seeking  high  energy, 
street  smart,  marketing  aficionado  who 
will  bring  growth  to  our  net  paid  num¬ 
bers.  Salary  and  benefits  are  com¬ 
petitive.  Resumes  to  Box  07846,  Editor 
&  Publisher. 


CIRCULATION  MANAGER/ 
SALES  MARKETING 


Outstanding  opportunity  for  experi¬ 
enced  circulator  to  assume  number  two 
position  in  circulation  department  for  a 
65,000  daily,  90,000  Sunday  news¬ 
paper  on  Gulf  Coast  of  Texas.  While 
person  selected  will  be  expected  to  be 
knowledgeable  in  all  areas  of  circula¬ 
tion/distribution,  primary  focus  and 
responsibilities  will  center  on  increas¬ 
ing  home  delivery  and  single  copy 
volumes.  Responsibilities  will  include 
developing  programs  for  telemarket¬ 
ing,  door  campaigns,  store  sales, 
added  value  programs,  database 
marketing,  NiE  and  carrier  promo¬ 
tions.  Excellent  starting  salary  plus 
MBO  and  outstanding  benefit 
package.  For  more  information  call 
Dave  Gossett,  VP  Circulation/ 
Distribution,  (512)  886-3612  or  send 
resume  to  Corpus  Christi  Caller-Times, 
P.O.  Box  9136,  Corpus  Christi,  Texas 
78469. 


CIRCULATION  MANAGER  for  10,000 
daily  in  beautiful,  growing  lake/river 
market.  Applicants  must  have  proven 
marketing,  promotional,  management, 
organizational  and  communication 
skills  in  newspaper  circulation.  Apply 
to:  Don  Smith,  Yankton  Daily  Press  & 
Dakotan,  319  Walnut,  Yankton,  SD 
57078. 


EDtTORIAL 


ASSISTANT  CITY  EDITOR 
Con  you  motivate  reporters  and  str¬ 
ingers?  Can  you  help  writers  turn  so-so 
stories  into  good  ones,  and  good 
stories  into  excellent  ones?  We  need 
an  experienced  journalist  to  help  lead 
our  local  news  coverage.  We're  a 
23,000,  7-day  AM  pursuing  an 
aggressive  growth  strategy.  We  offer 
competitive  pay  and  benefits,  along 
with  excellent  outdoor-recreation 
opportunities  in  beautiful  southern 
Idaho.  Send  resume,  work  samples, 
reference  list  to  Clark  Walworth,  ME, 
The  Times-News,  P.O.  Box  548,  Twin 
Falls,  ID  83303. 


EDITORIAL 


ASSISTANT  MANAGING  EDITOR 


Are  you  on  experienced  editor  looking 
to  take  the  next  step  up  to  Assistant 
Managing  Editor?  We  are  a  growing 
syndicate,  concentrating  on  television 
features,  with  an  immediate  opening 
for  an  Assistant  Managing  Editor.  The 
position  requires  Macintosh  savvy  and 
experience  with  QuarkXPress  and 
Adobe  Photoshop.  You  must  be  able  to 
produce  features  for  print  as  well  as 
on-line  and  Web  clients.  If  you  are  a 
well  organized  leader  who  can  quickly 
recraft  a  story  into  a  compelling 
feature,  please  send  ample  examples 
of  your  ability  to  do  so  along  with  your 
resume  to:  TV  Data,  Attn:  Human 
Resources,  Northway  Plaza, 
Queensbury,  NY  12804  or  e-mail: 
hr@tvdato.com  using  ASCII  format. 


ASSISTANT  NEWS  EDITOR 


The  San  Bernardino  County  Sun,  a 
Gannett  newspaper.  Southern  Colifor- 
nia,  seeks  experienced  head  writer  and 
designer  with  excellent  news  judgment. 
Resume  to:  Rosemary  McClure,  ME/ 
Nights,  The  Sun,  399  N.  D.  St.,  San 
Bernardino,  CA  92401  or  fox:  (909) 
885-8741 .  We  value  diversity  in  the 
workplace  and  encourage  those  who 
share  thot  vision  to  apply.  EEO. 


ASSISTANT  NEWS  EDITOR 


Central  California's  leading  daily 
newspaper  (circ.  150,000-k  daily, 
1 90,000  Sunday)  is  looking  for  an 
editor  with  sound  news  judgment  and 
strong  people  skills  to  help  in  a  team 
effort  to  take  The  Fresno  Bee  to  new 
heights  of  excellence.  Duties  will 
include  supervising  the  newsroom  at 
night,  slot,  staff  evaluations/training 
and  scheduling.  Must  hove  a  minimum 
of  5  years  experience  in  newspapers. 
Competitive  salary  BOE  and  full  bene¬ 
fits  package.  Send  cover  letter,  resume 
and  3-5  'before'  and  'after'  clips  to: 
BRENDA  BUDKE,  THE  FRESNO  BEE, 
Human  Resources  Dept.,  1626  'E’ 
Street,  Fresno,  CA  93786.  An  Equal 
Opportunity  Employer. 


BUREAU  REPORTER  for  the  Pulitzer 
Prize-winning  Hutchinson  News  in 
Kansas.  Faint  of  heart  need  not  apply 
for  this  one-person  bureau  in  southwest 
Kansas  that  requires  aggressive,  hard¬ 
working  individual.  A  must  for  self¬ 


EXPANDING  GROUP  has  East  Coast 
openings  for  experienced  Marketing 
Executives  and  Publishers  desirous  of 
expanding  their  career  paths.  Small  to 
mid-size  dailies  with  growth  potential 
await  the  appropriate  Team  Leader. 
Progressive  compensation  and  benefits 
package  is  available  to  the  successful 
Advertising,  Circulation,  or  Publisher 
candidate.  Reply  to  Box  07839,  Editor 
&  Publisher. 

INNOVATIVE  PUBLISHER  wanted  for 
community  weekly  in  competitive  Zone 
9  coastal  market.  Solid  leadership  and 
financial  management  skills  and  pro¬ 
ven  track  record  in  news  and  advertis¬ 
ing  or  circulation  desired.  Stable, 
growing  company  offers  good 
compensation  and  benefit  package. 
Reply  to  Box  07838,  Editor  &  Publisher. 


CIRCUUTION  MANAGER 

The  Free  Press,  a  26,000  (6  day/ AM) 
newspaper  in  South-Central  Minnesota 
is  seeking  an  experienced  Circulation 
Manager  to  join  our  team.  Qualified 
applicant  must  have  strong  leadership 
skills  with  a  proven  track  record  in 
sales  and  service.  Salary,  bonus  and 
excellent  benefit  package.  Please  send 
resume  and  salary  requirements  to:  Joy 
Thompson,  marketing  director.  The 
Free  Press,  P.O.  Box  3287,  Mankato, 
MN  56002-3287. 

The  past  should  be  culled  like  a  box  of 
fresh  strawberries,  rinsed  of  debris, 
sweetened  judiciously  and  served  in 
small  portions,  not  very  often. 

Laura  Palmer 


ASSISTANT  EDITOR  needed  for 
award-winning  twice-weekly  newspa¬ 
per  in  Michigan's  Thumb.  We  seek  a 
well-rounded  journalist  eager  to  work 
and  learn.  Send  resume  and  samples 
to  Mark  Haney,  c/o  The  County  Press, 
P.O.  Box  220,  Lapeer,  Ml  48446. 

BUSINESS  REPORTER 

Hove  a  nose  for  news,  a  head  for  fig¬ 
ures  and  a  way  with  words?  One  of 
the  fastest-growing  business  weeklies 
has  an  entry-level  position  for  someone 
with  a  fire  for  reporting.  We  offer 
good  benefits  and  are  owned  by  one 
of  California's  larger  dailies.  Send 
resume  and  clips  to  Lance  Ignon,  The 
Business  Press,  3281  Guasti  Rd., 
#440,  Ontario,  CA  91 761 . 


starter  craving  to  carve  out  own  terri¬ 
tory.  Salary  commensurate  with  expe¬ 
rience.  Send  cover  letter,  resume  and 
clips  to  Steve  Whitmore,  managing 
editor.  The  Hutchinson  News,  P.O.  Box 
190,  Hutchinson,  KS  67504-0190. 
COPY  EDITOR  -  Small  daily  between 
Oregon's  coast  and  mountains  seeks  a 
versatile  team  player.  Our  news  staff 
smoked  the  competition  in  the  recent 
Northwest  SPJ  contest.  You'll  need  to 
quickly  edit  and  design  daily  news 
pages,  plus  produce  snappy  feature 
pages  and  special  sections  Pagination 
experience  with  QuarkXPress  a  plus. 
Send  resume/five  varied  examples  of 
design  work  to  Human  Resources,  Cor¬ 
vallis  Gazette-Times,  P.O.  Box  368,  Cor¬ 
vallis,  OR  97339.  Deadline:  July  1 2. 
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HELP  WANTED 


EDITORIAL 


COPY  EDITOR/DESIGNER 

Central  California's  leading  daily 
newspaper  has  an  opening  for  a  copy 
editor/designer  in  its  Business  news 
department.  We're  seeking  someone 
who  can  design  covers  on  business 
and  financial  t(»ics  with  creativity  and 
flair.  Editing  staff  and  wire  stories,  writ¬ 
ing  headlines  and  the  other  usual  copy 
editing  duties  are  part  of  the  mix.  We 
produce  daily  business/ogricullure  sec¬ 
tions,  plus  once-a-week  consumer/ 
personal  finance  and  real  estate  with 
some  area-composition  formatting. 

Minimum  three  years  daily  newspaper 
copy  editing/design  experience;  work¬ 
ing  knowledge  of  QuarkXPress  a  plus. 
Competitive  salary  plus  full  benefits 
package.  Centrally  located  within  easy 
drive  to  mountains  and  the  coast.  Send 
resume,  cover  letter,  and  3-5  clips 
before  July  19  to:  BRENDA  BUDKE, 
THE  FRESNO  BEE,  Human  Resources 
Dept.,  1626  "E"  Street,  Fresno,  CA 
93786. 

An  Equal  Opportunity  Employer. 


DESIGN  DESK:  Totally  paginated,  full- 
color  daily  in  the  Denver  metro  area 
has  openings  on  its  design  desk  for 
experienced  editors.  Pagination  expe¬ 
rience  preferred;  knowledge  of  QuarkX¬ 
Press,  Photoshop  helpful.  Contact  News 
Editor  John  Vohlenkamp,  350  Terry 
Street,  The  Daily  Times-Call,  Longmont, 
CO  80501 . 
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COPY  EDITOR 

The  New  Haven  Register,  an 
aggressive  and  colorful  100,000  AM 
paper  in  Yale's  hometown,  seeks  an 
experienced  copy  editor  for  central 
news  desk.  Ideal  candidate  is  a  strong 
wordsmith,  able  to  produce  snappy 
headlines  on  deadline.  Good  salary 
and  benefits.  Letter,  resume,  work  sam¬ 
ples  to  Ray  Hoye,  news  editor.  New 
Haven  Register,  40  Sargent  Drive, 
New  Haven,  CT  0651 1 . 


CRAIN'S  CHICAGO  BUSINESS,  the 
nation's  leading  regional  business 
newspaper,  is  seeking  candidates  to 


didates  must  be  experienced  business 
reporters  with  a  proven  ability  to  break 
major  news  stories.  Strong  writing  skills 
a  must.  Send  resume  and  clips  (that 
showcase  scoops  and  writing  ability) 
to: 

David  Snyder  -  Editor 
Crain's  Chicago  Business 
740  N.  Rusn  Street 
Chicago,  IL  6061 1 
EOE  M/F/V/D 


GRAPHICS  EDITOR  -  Journalist  with  vis¬ 
ual  creativity  needed  to  work  with 
reporters  to  turn  information  and  ideas 
into  easily  understood  graphics. 
Design  pages  and  work  with  other 
editors  to  improve  appearance  of  the 
daily  newspaper.  Macintosh,  QuarkX¬ 
Press,  Photoshop  environment.  Web 
site.  Send  resume,  work  samples  to  Jim 
Faddis,  The  Independent,  P.O.  Box 
1208,  Grand  Island,  NE  68802. 
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Copy  Editors  & 
Page  Designers 


Bring  your  daily  newspaper 
experience  to  new  horizons! 

We  publish  ten  daily  newspapers  covering  Westchester, 
Rockland,  and  Putnam  Counties,  and  are  a  dOlvision  of  Gannett 
Company  Inc.,  a  Fortune  500  media  company.  We  seek  Copy 
Editors  and  Page  Designers  with  at  least  two  years’  experience, 
excellent  communication  skills,  and  knowledge  of  News 
Room  Computer  Technology.  You  must  know  AP  style  and 
be  able  to  work  on  tight  deadlines. 

You  ’ll  enjoy  a  competitive  salary,  along  with  excellent 
company  benefits  such  as  a  comprehensive  medical  package 
and  401(k)  plan. 

Gannett  is  committed  to  policies  and  practices  which 
reflect  commitment  to  work/life  balance  and  provide  a 
workplace  where  diversity  is  welcomed.  We  especially 
encourage  those  who  share  these  values  to  apply.  We  also 
maintain  a  safe,  drug-free  workplace  and  require  pre¬ 
employment  drug  testing.  For  confidential  consideration, 
please  mail  your  resume  with  a  cover  letter,  to: 

B.  Madden,  News  Department 


GAmETT 

Suburban  Newspapers 

One  Gannett  Drive  •  White  Plains  •  NY  •  10604 


DEAR  SPORTS  FAN, 

Are  you  a  smart  copy  editor  and  a 
dramatic  designer?  Con  you  handle 
the  best  high  school  sports  in  Ohio, 
small-college  athletics  and  the 
Cleveland  Indians?  Do  you  get  a  kick 
out  of  facing  a. m. -cycle  deadline?  Can 
you  use  art  in  Photoshop,  paginate  in 
QuarkXPress,  use  the  AP  stylebook  and 
its  first-reference  dictionary?  We're 
looking  for  a  third  member  for  our 
sports  editing  and  design  team.  Is  it 
you?  We're  The  Repository  of  Canton, 
Ohio,  a  Thomson  newspaper  and  win¬ 
ner  of  the  Ohio  AP  general  excellence 
award  for  the  past  two  years.  If  you're 
the  sports  fan  we're  looking  for,  write 
to: 

David  C.  Kaminski 
Managing  Editor 
The  Repository 
500  Market  Ave.  S 
Canton,  OH  4471 1-0901 


EDITING  POSITIONS 

Large  AM  daily  newspaper  in  New 
York's  Hudson  Valley  has  immediate 
openings  for  quick-thinking  editors  to 
process  copy  from  our  active  news 


MAKEUP  EDITOR:  The  successful  can¬ 
didate  will  handle  checkouts  (final 
production)  on  deadline  of  all  news 
and  sports  pages.  Candidates  should 
have  considerable  editing  experience, 
strong  sports  and  general  news  know¬ 
ledge  and  pressure.  Good  people  skills 
and  problem-solving  abilities  are  a 
must. 

COPY  EDITORS/SPORTS:  We  are  seek¬ 
ing  on  editor  who  has  the  ability  to 
design  lively  new  pages  and  write 
snappy  headlines  under  extreme 
deadline  pressure.  Interest  in  local 
sports  is  0  must.  Knowledge  of  QuarkX¬ 
Press  is  helpful.  1  -2  years  of  copy  edit¬ 
ing  experience  preferred. 

Excellent  benefits.  Pay  commensurate 
with  experience. 

Send  resume  to: 

The  Times  Herald-Record 
Human  Resources  Department 
40  Mulberry  Street 
P.O.  Box  2046 
Middletown,  NY  1 0940 


FAST-GROWING,  FAST-PACED  Sports 
publishing  company  seeks  editors, 
associate  editors  and  staff  writers  for 
immediate  openings  in  fields  of  golf, 
tennis  and  auto  racing  (preferably 
NASCAR)^  Must  have  five  years  of 
experience  in  related  field.  Previous 
magazine  and  Macintosh  experience 
necessary.  Fax  resume,  references  and 
salary  history  to:  Editorial  Director  at 
(810)  362-7425  or  send  to:  The 
Ouarton  Group,  888  W.  Big  Beaver, 
Suite  600,  Troy,  Ml  48084. 


National  Sports  Jobs  Weekly,  PO  Box 
5725  Glendole  AZ  85312,  (602)  933- 
4345,  http://www.sportslobs.com,  4 
issues  for  $39,  1 3  issues  for  $89. 
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FAST-GROWING,  FAST-PACED  Sports 
publishing  company  seeks  energetic 
and  creative  graphic  designers  and  art 
directors  for  immediate  openings.  Must 
be  experienced  with  QuarkXPress, 
Photoshop  and  Illustrator  and  have 
previous  magazine  experience.  Fax 
resume,  references  and  salary  history 
to:  Editorial  Director  at  (810)  362- 
7425  or  send  to:  The  Ouarton  Group, 
888  W.  Big  Beaver,  Suite  600,  Troy, 
Ml  48084. 


FEELING  STIFLED?  Editor/Publisher 
needed  in  future  for  small  weekly  in 
eastern  N.C.  Mac,  photo  and  pagina¬ 
tion  experience  required.  Good  paying 
job  for  a  versatile  reporter  who  wants 
the  freedom  of  community  journalism. 
Advance  within  a  top  national  com¬ 
pany.  Send  resume,  clips,  layout  sam¬ 
ples  to  Rip  Woodin,  Community 
Media,  Box  1967,  Greenville,  NC 
27835. 


GRAPHICS/TECHNOLOGY  EDITOR 
Totally  paginated,  full-color  daily  in  the 
Denver  metro  area  needs  a  graphics/ 
technology  editor  fluent  in  QuarkX¬ 
Press,  Photoshop,  Freehand  and 
Illustrator.  Will  maintain  hardware  and 
software  of  a  Mac  network,  and  imple¬ 
ment  R&D  projects  for  newsroom 
technology.  Contact  News  Editor  John 
Vohlenkamp,  The  Daily  Times-Call, 
350  Terry  St.,  Longmont,  CO  80501 . 


LEGAL  AFFAIRS  -  The  nation's  largest 
and  most  influential  magazine  for  law¬ 
yers  expects  to  have  full-time  reporting 
and  editing  positions  available  this  Sep¬ 
tember  for  experienced  journalists  with 
law  degrees.  The  ABA  Journal/The 
Lawyer's  Magazine  covers  the  law 
each  month  with  the  same  style  and  col¬ 
orful  presentation  as  other  national 
magazines  devote  to  news  or  business. 
Contact  Kerry  Klumpe,  managing 
editor,  750  N.  Lake  Shore  Drive,  Chi¬ 
cago,  IL  6061 1  or  call  (312)  988- 
6078. 


MAGAZINE  EDITORS 
Expanding  national  consumer  maga¬ 
zine  seeks  energetic  senior  editor  and 
associate  editor.  Emphasis  on  assign¬ 
ing,  editing,  writing.  Must  understand 
magazine  style.  Mac  experience  a 
plus.  Occasional  travel.  Resume  and 
published  samples  to:  Editor,  Boating 
World  Magazine,  2100  Powers  Ferry 
Road,  Atlanta,  GA  30339. 


MUSIC  EDITOR 

New  Times  has  an  immediate  opening 
for  a  full-time  music  editor  at  its 
award-winning  weekly  newspaper  in 
San  Francisco.  Strong  writing  skills 
essential.  Job  entails  pTanning/editing 
music  section,  hiring  freelancers, 
reviewing  music/pop  culture  and  writ¬ 
ing  non-music  feature  length  stories  for 
front  of  the  book.  Send  cover  letter, 
resume,  and  five  best  clips  lo: 

Bill  Wyman 
SF  WEEKLY 
425  Brannon 
San  Francisco,  CA  94107 
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EDITORIAL 


OUR  NEWS/EDITORIAL  Department 
has  an  opening  for  a  FEATURES 
EDITOR.  Trie  successful  candidate  will 
hove: 


■Demonstrated  effective  leadership  skills 
•Mastery  of  computers  and  related 
technology 

•Good  communication  and  people  skills 
•5-10  years  daily  newspaper  experi¬ 
ence  as  a  reporter  or  editor  including 
management 

•Features  department  experience  pre¬ 
ferred 

•College  degree,  journalism  preferred 

To  apply  for  this  position,  send 
resume/applications  to: 
Human/Organizational  Development 
THE  BAKERSFIELD  CAUFORNIAN 
Features  Editor 
P.O.  Bin  440 

Bakersfield,  CA  93302-0440 
FAX;  (805)  395-7484 

All  applicants  subject  to  pre¬ 
employment  physical  and  drug  screen 
EEO/MF/H 


PAGE  DESIGNER 

The  News-Sentinel,  a  Web-savvy, 
52,000-circulation,  six-day  PM  is  seek¬ 
ing  a  page  designer  in  its  seven-person 
Design  Department.  We  need  an 
energetic  designer  who  can  create  a 
broad  range  of  on-paper  and  Web 
pages  and  graphics  on  tight  deadlines. 
He/she  should  be  proficient  with 
design  tools  -  QuarkXPress,  Adobe 
Illustrator  and  Photoshop,  Netscape 
Navigator  and  a  text-editing  system, 
and  be  ready  to  work  closely  with 
editors  and  reporters  on  story  con¬ 
cepts.  Send  resume,  design  clips  and 
detailed  cover  letter  to  Mark 
Thompson-Kolar,  design  editor.  The 
News-Sentinel,  P.O.  Box  102,  Fort 
Wayne,  IN  46801 .  The  News-Sentinel 
is  a  Knight-Ridder  newspaper  and  an 
equal  opportunity  employer. 


PAGE  DESIGNER 

The  Tulsa  World  (169,000  daily 
circulation)  is  in  the  early  stages  of 
pagination  and  we  need  someone  who 
is  well-acquainted  with  QuarkXPress 
and  can  also  learn  the  new  MTX 
Layout  system  from  Sll.  We  want  a 
copy  editor  with  strong  design  skills  or 
a  talented  designer  with  a  solid  jour¬ 
nalism  background.  If  you're  interested 
in  working  with  great  people  in  an 
exciting  atmosphere,  fax  a  resume  to 
David  Housh,  graphics  editor,  at  (918) 
581-8353  or  mail  to  Tulsa  World, 
P.O.  Box  1770,  Tulsa,  OK  74102. 


PAGE  DESIGNER;  The  Courier-News, 
a  25,000  daily  northwest  of  Chicago, 
seeks  top-flight  page  designer. 
Reauires  extensive  Mac  experience 
and  copy  editing  skills.  Excellent  pay, 
benefits.  Send  resume,  work  samples  to 
Mike  Smith,  news  editor,  P.O.  Box 
531 ,  Elgin,  IL  60121.  No  phone  calls. 

REPORTER— Award-winning  business 
weekly  seeks  enterprising  and  persis¬ 
tent  news/business  reporter  with 
excellent  writing  skills  and  experience. 
Smaller-city  living  near  major  East 
Coast  metro  areas.  Send  resume,  clips 
to  Editor  Beth  Mollard,  Central  Penn 
Business  Journal,  409  S.  Second  Street, 
Harrisburg,  PA  17104. 

Consistency  is  only  suitable  for  ridicule. 

Moliere 


AGGRESSIVE  GOVERNMENT/ 
POLITICS  REPORTER  SOUGHT 

Innovative  six-day  30,000  PM  seeks 
versatile  reporter  to  cover  politics  from 
city  hall  to  the  Statehouse.  Promising 
rookies  OK;  prefer  proven  performer 
who  exemplifies  fairness,  but  believes  in 


and  Outdoor  Life  magazines  rate  ours 
a  top  Rockies  tovm.  Send  resume  and 
clips  ASAP  to  Dean  Miller,  The  Post 
Register,  P.O.  Box  1800,  Idaho  Falls, 
ID  83403.  Or  call  (208)  522-9555 
ext.  3266. 


REPORTER  -  EDITOR 
FINANCE/BUSINESS 

Mid-size  Northwestern  Pennsylvania 
daily  newspaper  seeks  experienced  pro¬ 
fessional  to  oversee  the  weekly  prod¬ 
uction  of  the  Personal  Finance  and  Busi¬ 
ness  tab,  cover  feature  assignments  for 
Lifestyle  section  and  business  stories  for 
our  Sunday  paper. 

QUAUFICATIONS 

•3  years  Business  and  Personal  finance 
reporting,  plus  features  and  enterprise. 
•Clips  should  show  a  flair  for  incorporat¬ 
ing  real  people  into  stories  and  far 
making  complex  financiol  issues 
understandable. 

•Proven  layout  and  editing  experience. 
•QuarkXPress  knovdedge  a  plus. 
•Journalism  ar  related  degree  preferred. 

This  opportunity  offers  a  competitive 
salary  and  excellent  fringe  benefit 
package,  including  pensian  and 
401  (k)  plan.  No  phone  calls,  please. 
Send  confidential  resume  with  clips 
and  salary  history  lo; 

Times  Publishing  Company 
Attn;  Herb  Gilroy 
Human  Resources  Manager 
205  West  1 2th  Street 
Erie,  PA  16534 
EOE 


REPORTER  WANTED  lor  NE  Pa.  coun¬ 
ty-seat  weekly  located  on  the  Delaware 
River,  between  two  national  parks. 
Emphasis  on  government  and  quality- 
of-life  issues,  but  you  will  do  a  little  of 
everything.  Salary  competitive. 
Resume,  clips  to  Chris  Jones,  editor. 
Pike  County  Dispatch,  P.O.  Box  1 86, 
Milford,  PA  18337. 


REPORTER;  Bright,  energetic,  educated. 

Needed  for  county  beat  on  quality 
;  25,000  daily.  Write;  Reporter  Search, 
i  The  REPUBLICAN,  P.O.  Box  209,  Pot- 
i  tsville,  PA  17901. 

I  SPORTS,  NEWS  WRITERS;  The  Desert 
:  Dispatch,  a  7,000-circulation  daily  in 
i  Southern  California,  has  entry-level 
■  openings  for  a  sports  writer  and  a  com- 
;  bination  sports  and  general  assignment 
i  reporter.  Applicants  should  be 
I  enterprising,  able  to  write  clean,  con- 
:  cise  copy  and  meet  deadlines.  Cover 
j  letter,  resume,  writing  samples  to  M. 
j  McCarty,  Desert  Dispatch,  130 
I  Coolwater  Lane,  Barstow,  CA  92311 

I  by  7/10/96. _ 

i  US  RETAIL  PUB  seeks  part-time  UK- 
:  based  writer.  Fax  resume  to  Linda 
:  Humphers,  (81 3)  536-4389. 
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SPORTSWRITER;  The  Charlotte  Sun 
Herald,  located  on  the  west  coast  of 
Florida,  is  one  of  the  fastest-growing 
daily  newspapers  in  the  country.  We 
are  looking  for  a  sports  writer.  Among 
the  duties  are  covering  prep  sports  at 
four  high  schools,  writing  a  weekly  golf 
column,  editing  copy,  taking  photos 
and  assisting  in  recreation  sports.  We 
are  looking  for  someone  who  can  write 
clean  copy  and  can  make  tight 
deadlines.  Send  resume  and  references 
to  Dennis  Maffezzoli,  sports  editor, 
23170  Harborview  Road,  Charlotte 
Harbor,  FL  33980.  Call  (941)  255- 
8126  between  the  hours  of  2  p.m.  and 
5  p.m.  Monday  through  Friday. 


ROOMTOM/RITE 

New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  and  Houston. 
We  publish  in-depth,  well-crafted 
stories  that  explore  the  issues,  events 
and  personalities  that  make  our  com¬ 
munities  tick.  Our  stories  inform  and 
entertain  readers,  provoke  strong  reac¬ 
tions  and  win  national  awards. 

If  you  understand  the  difference 
between  magazine- style  reporting  and 
the  hurried  fact-finding  of  daily 
papers,  if  your  copy  is  as  much  a 
pleasure  to  read  as  it  is  well 
researched,  we  want  to  hear  from  you. 
There  are  immediate  openings  for 
news  and  feature  writers  in  Dallas, 
Houston,  Miami  and  Phoenix. 

New  Times  is  committed  to  building  a 
diverse  workforce  and  acknowledges 
the  needs  of  employees  with  young 
families.  We  offer  competitive  salaries 
and  benefits... and  all  the  space  you 
need  to  put  the  news  in  perspective 
and  tell  a  good  story. 

Send  all  applications 
(no  phone  calls,  please)  to; 

Christine  Fleming, 

Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  8021 7 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 


THE  HERALD-JOURNAL,  the  daily 
newspaper  serving  the  Upstate  of 
South  Carolina,  is  seeking  applicants 
for  work  on  its  copy  desk.  The  news- 
jxiper  is  installing  a  system  using  PC- 
based  software  for  complete  pagina¬ 
tion,  including  electronic  graphics  and 
photographs.  Looking  for  on  "old  style' 
copy  editor  with  spelling,  grammar, 
punctuation  and  style  skills  vmo  is  will¬ 
ing  to  embrace  modern  production 
teAnology.  No  less  than  three  years 
experience. 

Send  resumes  and  pub¬ 
lished  work  samples  to;  Scott  Kearns, 
managing  editor.  The  Herald-Journal, 
P.O.  Box  1657,  Spartanburg,  SC 
29304. 


SPORTS  EDITOR 

The  leavenworth  Times,  a  10,000 
daily  AM  in  Kansas,  is  seeking  an 
aggressive  sports  editor.  Coveroge 
area  includes  12  high  schools,  college 
teams  and  Kansas  City  professional 
sports.  The  successful  applicant  must 
have  excellent  writing  and  editing 
skills,  as  well  as  the  ability  to  meet 
deadlines.  One  year's  pagination  and 
desk  experience  with  Macintosh  pre¬ 
ferred.  Send  samples  of  writing,  as 
well  as  page  designs  to;  The 
Leavenworth  Times,  managing  editor, 
P.O.  Box  1 44,  Leavenworth,  KS  66048. 


THE  CAUFORNIAN,  a  23,000  circula¬ 
tion,  six-day-a-week  newspaper  in 
Salinas,  Calif.,  seeks  energetic, 
assertive  sports  editor  to  oversee  staff 
of  two  reporters  and  one  copy  editor. 
We're  looking  for  an  editor  who  has  a 
sports-section  vision  that  includes  tradi¬ 
tional  and  non-traditional  coverage. 
Applicants  must  have  strong  manage¬ 
ment,  planning,  page  design  and  edit¬ 
ing  skills.  Send  resumes  and  samples  of 
work  to  Cindy  McCurry-Ross,  manag¬ 
ing  editor.  The  Californian,  P.O.  Box 
81091,  Salinas,  CA  93912. 


THE  CITIZEN,  the  top  New  York  daily 
under  35,000  circulation,  will  have 
openings  this  summer  for  several  report¬ 
ing  positions  and  for  features  editor. 
We  seek  bright,  energetic  people  who 
can  get  beyond  the  mundane.  Show  us 
your  range  of  abilities  in  at  least  five 
samples  of  your  work.  Contact  Manag¬ 
ing  Editor  Don  Rogers,  The  Citizen,  25 
Dill  St.,  Auburn,  NY  13021. 


Horvitz  Newspapers,  family- 
owned  with  7  newspapers  (4 
daily)  based  in  Bellevue,  WA  is 
seeking  a  VICE  PRESIDENT/ 
Finance  to  manage  its  financial 
opierations. 

Duties  include:  accounting, 
credit,  collections,  financial 
analysis,  planning  and  control. 
_Posmonregomto CEO .  Pay  based 
on  experience.  QUALIFICATIONS 
INCLUDE:  financial  management 
experience  (8-10  years),  MBA, 
CPA  or  CMA,  advanced 
information  systems  knowledge 
(especially  Lotus  1-2-3),  and 
excellent  leadership  skills. 

N  Ei^P|^P^E^EWEtrcE  tIEL_PFU_L. 

Send  Cover  Letter 
AND  Resume  to: 

Peter  Horvitz 
Horvitz  Newspapers 
1705-132ND  Ave  NE 
Bellevue,  WA  98005 

Equal  Opportunity  Employer 
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A  NEW  PRESS,  A  NEW  ERA 

The  Democrat  and  Chronicle  and 
Times-Union  in  Rochester,  NY  are 
reorganizing  and  energizing  several 
departments  of  the  newsroom.  Our 
goal  is  to  advance  to  a  new  level  of 
excellence  as  we  prepare  for  a  new 
state-of-the-art  press  scheduled  to  be 
operational  in  1997.  Immediate  open¬ 
ings  exist  for  a  business  editor  and 
graphics  editor  for  the  morning  and 
afternoon  newspapers  with  conbined 
circulations  of  185,000  daily  and 

CITY  REPORTER  1 

We're  a  multiple-award  winning  72-  | 
page  weekly  in  a  politically  active,  : 
crime-heavy,  conflict-heavy,  very  | 
newsy  small  city  30  miles  north  of  Bos-  : 
ton.  The  best  weekly  in  New  England  : 
needs  a  top-quality,  driven  reporter  to  ; 
take  our  Number  1  reporting  position.  1 
Our  former  Number  1  has  been  pro-  : 
moted  to  editor.  Our  other  reporters  : 
aren't  ready  for  prime  time.  Are  you?  i 
Starting  safary,  $20,000.  You'll  be  at  • 
$25,000  fast,  if  you're  the  right  : 
person.  Benefits  and  paid  vacatian,  too.  j 

MAILROOM  DEPARTMENT 
MANAGER 

Fast-paced  group  of  23  community 
newspapers  seeks  someone  to  manage 
its  mailing  operations.  This  Ipswich 
based  position  requires  a  qualified 
candidate  to  possess  the  leadership 
and  skills  to  manage  2  shift,  five  day 
operation  with  a  staff  of  18.  Experi¬ 
ence  on  a  Muller  227  inserting 
machine  with  on-line  Cheshire  labeler 
or  similar  equipment  a  must.  Interested 
applicants  should  forward  resume  and 
salary  requirements  to  Community 
Newspaper  Company  c/o  Ellin  Car- 
roll,  P.O.  Box  W2,  Ipswich,  MA 
01 938  or  FAX  (508)  356-91 88. 


PRESSROOM 


PRESS  ROOM  MANAGER:  5-day 
doily,  8500  circulation  newspaper  in 
middle  Georgia  has  opening  for  Press 
Room  Manager.  Ideal  candidate  must 
possess  color  experience  on  six  unit 
Goss  Community  press  or  comparable 
web  offset  press  experience.  Position 
requires  operating  press  and  supervis¬ 
ing  press  crew.  Must  produce  top  qual¬ 
ity  newspaper  and  contract  printing. 
Benefits  package  includes  medical, 
dental,  life  insurance,  retirement,  paid 
holidays  and  vacation.  Salary  com¬ 
mensurate  with  experience.  Send 
resume  to:  Patsy  Smith,  Human 
Resources,  The  Union-Recorder,  P.O. 
Box  520,  Milledgeville,  GA  31061 . 


BUSINESS  EDITOR:  We  are  seeking  an 
experienced  business  editor  with  high 
standards  and  strong  leadership  skiffs. 
Responsibilities  include  directing  15 
journalists  ranging  from  the  best  and 
brightest  recent  graduates  to  national 
award-winning  veterans.  Rochester  is  a 
maj^or  manufacturing/export  center 
and  home  to  the  corporate  head¬ 
quarters  of  Kodak  and  Bausch  and 
Lomb  and  Xerox's  biggest  manufactur¬ 
ing  site.  We  also  have  10  universities, 
including  the  Rochester  Institute  of 
Technology  and  the  University  of 
Rochester  with  its  Simon  School  of  Busi¬ 
ness  and  Eastman  School  of  Music. 
Knowledge  of  computer-assisted  report¬ 
ing  techniques  and  FOI  experience  are 
essential. 

GRAPHICS  EDITOR:  We  are  seeking  a 
hands-on  graphics  editor  with  an 
energetic  leadership  style.  The  position 
calls  for  a  strategic  thinker  who 
understands  the  importance  of  graph¬ 
ics  in  news  presentations  as  we  pre¬ 
pare  to  exploit  the  world-class 
reproduction  our  new  press  will  bring. 
Our  current  staff  includes  talented  art¬ 
ists  of  varied  experience  levels.  Our 
goal  is  to  pack  every  pica  with  inlorma- 
tian  in  a  design  strategy  that  keeps 
readers  top-of-mind. 

Gannett  Rochester  Newspapers  value 
the  benefits  of  diversity  in  the 
workplace  and  are  committed  to  equal 
opportunity  employment.  Candidates 
who  share  our  vision  are  especially 
encouraged  to  apply. 

Send  work  samples,  resume  with 
references,  salary  history  and 
expectations  with  a  cover  letter  outlin¬ 
ing  your  vision/thoughts  on  what 
makes  a  good  newspaper  to  Tom 
Callinan,  editor,  Gannett  Rochester 
Newspapers,  55  Exchange  Blvd., 
Rochester,  NY  14614. 

TWO  ENTRY  LEVEL  REPORTERS  -  Life- 
styles,  including  some  QuarkXPress 
layout,  and  general  news  at  20,000 
circulation  7-day  daily  50  miles  fram 
Washington,  D.C.  National  newspapier 
roup,  health  coverage  and  401  (k). 
end  resume,  references  and  clips  to 
William  Doolittle,  The  Journal,  Box 
807,  Martinsburg,  WV  25401 . 

ONE  DESKTOP  PUBLISHER  and  one 
REPORTER  needed  on  Caribbean 
weekly.  REPORTER  must  be  able  to 
produce  clean,  crisp  copy  ond  quality 
hotographs;  be  computer  literate. 
ESKtOP  PUBLISHER  will  assume  all 
production  duties,  including  pasteup, 
ad  design  and  photo  processing.  Mac 
savvy,  photo  skills  a  must;  journalism 
degree  an  asset.  Salary  $225. 
Resume,  clips,  portfolio  to  Box  07848, 
Editor  &  Publisher. 


EDITORIAL/RESEARCH 

NEWS  RESEARCHER/UBRARIAN 
The  Sun-Sentinel  Company,  a  Tribune 
Company  subsidiary  locate  in  South 
Florida,  is  looking  lor  an  experienced 
news  researcherAibrarian.  Candidates 
should  have  demonstrable  skills  using 
NEXIS,  KRI,  and  the  Internet.  We  offer 
a  competitive  salary  and  comprehen¬ 
sive  benefits  package.  Qualified  can¬ 
didates  should  send  resumes  to  Sun- 
Sentinel  Company,  Attn:  Mike  Meiners, 
200  E.  Las  Olas  Blvd.,  Fort  Lauderdale, 
FL  33301  or 

e-mail:  meiners@sunsent.com. 

EMPLOYMENT  OPPORTUNITIES 

$35,000/YR.  INCOME  POTENTIAL. 
Reading  books  Toll  Free  1  (800)  898- 
9778  Ext.  R-5189  for  details 

$40,000/YR.  INCOME  POTENTIAL. 
Home  Typists/PC  users.  Toll  Free  1 
(800)  898-9778  Ext.  T-5189  for  list¬ 
ings. 

INFORMATION  SERVICES 

INFORMATION  SERVICES  MANAGER 

The  Day  Publishing  Company,  eastern 
Connecticut's  leading  daily  newspaper, 
has  an  excellent  opportunity  for  an 
Information  Services  Manager. 

This  newly  created  position  will  be 
responsible  for  organizing,  managing 
and  directing  the  installation  of  new 
pagination,  dassified  advertising  and 
ad  tracking  systems  warking  towards  a 
goal  of  fuH  pagination.  Other  position 
responsibilities  include  system 
strategies,  maintenance,  training, 
research  and  development  and 
advanced  troubleshooting  on  all  com¬ 
pany  systems.  This  is  a  hands  -on  posi¬ 
tion  vdiere  experience  with  the  follow¬ 
ing  is  necessary: 

•Mac  and  PC-based  newspaper  pub¬ 
lishing  systems  ‘Networks  •  Operating 
Systems  ‘Pagination  ‘  Web  Servers 
‘Hardware/Software  Support 
‘Programming  languages  ‘OPI 
‘Electronic  mail  ‘Internet  ‘Audiotext 

This  full-time,  salaried  position,  report¬ 
ing  directly  to  the  General  Manager, 
offers  a  competitive  salary  and  an 
excellent  benefits  package. 

Send/fax  your  resume  and  salary 
requirements  to: 

Mary- Jane  McGinnis 
The  Day  Publishing  Company 
P.O.  Box  1231 
New  London,  CT  06320 
FAX:  (860)  443-6322 
We  are  an  equal  opportunity  employer 
committed  to  diversity  in  the 
workplace.  M/F/D/V 


THE  LONGMONT  DAILY  TIMES-CALL 
is  looking  for  a  Pre-Press  Manager  to 
supervise  a  staff  of  1 6,  coordinating  pre¬ 
press  activities  for  two  daily  newspa¬ 
pers,  multiple  special  section  prod¬ 
uction,  and  numerous  commercial  pro¬ 
jects. 

This  is  a  hands-on  position  that 
oversees  ad  processing,  ad  and  news 
composition,  four  color  and  black  & 
white  desktop  scanning  and 
imagesetting.  Work  is  done  on  a 
Dewar  system  with  a  cross  platform 
mix  of  Windows  and  Macintosh 
workstations  and  flatbed  scanners. 

Qualified  applicants  must  have  a  pro¬ 
ven  background  in  publishing/printing 
with  experience  with  computers,  illus¬ 
tration  software,  and  imagesetter 
operation  and  maintenance. 

This  position  places  a  high  emphasis 
on  quality  control,  deadline  achieve¬ 
ment,  excellent  communication,  orga¬ 
nization/scheduling  skills,  and 
customer  service. 

Send  letter  and  resume  to:  Longmont 
Daily  Times-Call,  P.O.  Box  299,  Long¬ 
mont,  CO  80502,  Attn:  Personnel 
Department. 

PRESSROOM 

PRESSROOM  FOREMAN 
Second  Shift 

Hamilton,  OH  Commercial/ 
Newspaper  Printer  is  looking  for  a 
hands-on  press  foreman  to  lead  our 
second  shirt.  Successful  candidate  must 
possess  strong  knowledge  of  offset  prin¬ 
ting,  preferably  on  a  Goss  Urbanite. 
Strong  organizational  and  people  skills 
a  plus.  Must  have  at  least  5  years 
managerial  experience  in  cammercial 
printing  or  newspaper  production.  Full 
benefits  package  includes  medical, 
dental,  vision,  401  (k),  and  pension. 
SalofY  commensurate  with  experience. 
Send  resumes  to  Mark  Cole,  4000 
Hamilton-Middletown  Road,  Hamilton, 
OH  4501 2.  Or  fax  (51 3)  867-7984. 


EE/AA/MF 

PRESSMAN  for  7-unit  Harris  in  beauti¬ 
ful,  growing  lake/river  market.  Night 
shift,  7:00  p.m.  to  3:00  a.m.  Apply  to 
Bob  Miles,  Yankton  Daily  Press  & 
Dakotan,  319  Walnut,  Yankton,  SD 
57078. 


PRESS  OPERATORS 


Joumeyperson 

The  Cincinnati  Enquirer  is  seeking 
quality  conscious  individuals  with  a 
minimum  of  one  years'  experience 
operating  Goss  metro/metroliner 
presses.  We  are  a  7-day-a-week 
operation  and  these  positians  will 
require  night  work.  If  interested  in 
more  information,  please  call  Susan 
Hoover  at  (51 3)  768-821 1 . 

PROJEaS  DIREaOR 

TEACHING  TOLERANCE 
DIREaOR 

The  Southern  Poverty  Law  Center  seeks 
director  for  its  Teaching  Tolerance  pro¬ 
ject.  Responsible  for  planning,  editing 
and  supervising  production  of  semi¬ 
annual  TEACHING  TOLERANCE  maga¬ 
zine;  planning  and  overseeing  devel¬ 
opment  of  video-and-text  teaching  kits; 
managing  10-person  staff  and 
multi-million-dollar  budget. 

Requires  solid  writing  and  editing 
experience,  proven  managerial  and 
research  skills,  an  interest  in  equity  issues, 
demonstrated  ability  to  work  under 
pressure  and  meet  deadlines. 

Salary  commensurate  with  experience; 
excellent  benefits.  Resume  and  writing 
samples  to  Joseph  J.  Levin,  Jr.,  SPLC,  400 
Washington  Avenue,  Montyomery,  AL 
36104.  The  SPLC  is  an  equal  opportunity 
employer. 


E&P*s  Classified 


The  newspaper  industr3r*s 
meeting  place.  (212)  675<*4380 
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CLASSIFIED  ADVERTISING  RATES 


POSITIONS  WANTED 


Foreign/Posttlons  Wanted  advertisers  must  pre-pay. 
Effective  January  1. 1996 


UNEADS 

1  week-$8.60  per  line 

2  weeks-$7.60  per  line,  per  Issue. 

3  weeks-.$6.65  per  Hne,  per  Issue. 

4  weeks-$5.75  per  line,  per  Issue. 


POSITIONS  WANTED 

1  week-$4.30  per  Hne 

2  weeks-$4.10  per  Hne,  per  Issue. 

3  weel(s-$3.00  per  Hne,  per  issue. 

4  weelcs-  $2.75  per  Hne,  per  Issue. 


Add  $  1 0.00  per  insertion  for  box  sen/ice.  Add  $5.00  per  insertion  for  box  service. 
Count  as  an  additional  line  in  copy  Count  os  an  additional  line  in  copy. 


SHAWN  OLSON/CAM/ext.170  HAZEL  PREUSS/ASST.CAM/ext.  171 
Count  approximately  34  characters  and/or  spaces  per  line. 

3  lines  minimum.  NO  ABBREVIATIONS. 

Deadline:  Every  Tuesday,  1 2  noon  (ET)  for  Saturday's  issue. 


DISPLAY  CLASSIFIED 

The  ’jse  of  borders,  boldfdce.  illustrations,  logos,  etc,,  on  classified  ads  charged 
the  following  rotes  per  column  inch,  per  insertion:  1  time,  $100;  2  to  5  times,  $95 
6  to  1 3  times,  $90;  14  to  26  tinres  $85;  27  to  62  times  $80. 

DEADLINE:  8  days  prior  to  publication  date. 

Contract  rates  available  upon  request. 

Box  number  responses  are  mailed  each  day  os  they  are  received. 


Name  - - 

Company 

Address - 

City  _ 

State _ 

Zip - 

Phone  _ 

Classification 
Authorized  Signature 
Copy 


ADMINISTRATIVE 

SUCCESSFUL  PROFESSIONAL  avail¬ 
able.  Publisher/ Advertising/ Marketing 
executive  with  over  25  years  experi¬ 
ence  with  dailies,  weekly  newspapers 
plus  shoppers.  Experienced  in  large 
markets  as  well  os  small  communities. 
Also  have  circulation  and  monthly 
magazine  experience.  Currently 
employed.  Will  relocate  for  right 
opportunity.  Reply  to  Box  07822, 
Editor  &  Publisher. 


EDITORIAL 


YOUNG,  AGGRESSIVE  AWARD¬ 
WINNING  sports  writer/edilor  looking 
to  move  up.  Seeks  editorial  position  at 
daily.  Extensive  layout/design/ 
computer  experience.  Reply  to  Box 
07843,  Editor  &  Publisher. 


AWARD-WINNING  1 3-year  newsman 
with  2  years  in  religion  beat,  and 
theology  graduate  wonc,  seeks  religion 
beat  in  Zone  2.  Reply  to  Box  0781 1, 
Editor  &  Publisher. 


BLACK  PROFESSIONAL  MALE  with  15 
years  experience  in  sports  and  news 
seeks  position  as  an  editorial  writer/ 
columnist.  Went  to  major  southern  uni¬ 
versity  and  has  worked  for  major 
metro  newspapers,  where  I  wrote  com¬ 
mentaries.  Reply  to  Box  07654,  Editor 
&  Publisher. 


EXPERIENCED  SPORTS  LAYOUT/ 
COPY  EDITOR  seeks  job  at  larger 
paper  or  management  position  at 
smaller  daily.  Pagination,  MAC  and 
some  management  experience.  Reply 
to  Box  07801 ,  Editor  &  Publisher. 


EDITOR  WITH  MORE  Than  20  years  of 
experience  and  a  master's  degree  look¬ 
ing  for  a  special  challenge;  a  paper 
that  needs  a  tum-araund  manager  to 
rapidly  restore  growth  and  prof¬ 
itability.  I  will  consider  a  start-up  pub¬ 
lication.  A  competitive  market  is  a  plus. 
Box  07829,  Editor  &  Publisher. 


EDITORIAL 


SMART,  THOROUGH,  AGGRESSIVE 
editor,  great  slot  man,  page  designer, 
seeks  positian  at  quality  daily.  Call 
Mark  Esper,  (970)  927-0959. 

EXPERIENCED  XXJRNAUST  with  man¬ 
agerial  experience  seeks  position  to 
develop  web  pages.  Currently  in 
charge  of  developing  web  pages  for 
web  site  as  well  as  being  a  newsroom 
manager.  Reply  to  Box  07815,  Editor 
&  Publisher. 


RELIGION/EDUCATION  WRITER:  B.A. 
Journalism,  M.A.  Christian  education. 
Experience  includes  daily  writer, 
weekly  editor,  pastor.  Call  Ron  (717) 
829-6492. 


WIDEN  YOUR  Readers'  horizons. 
Allow  me  to  inform  on  issues  Carib¬ 
bean.  Ten  years  writing  and  editing 
with  dailies  and  news  agencies.  Wide 
foreign  reporting  experience.  M.A.  in 
international  Journalism  from  USC. 
Knowledge  of  Spanish.  (809)  977- 
1322. 


VETERAN  SPORTS  WRITER  seeks  new 
challenge.  Give  me  a  call,  I'm  waiting. 
Open  to  all  offers,  but  prefer  Zone  5. 
Mike  (910)  835-4996. 

WRITING  COACH  -t/or  Ombudsman, 
30  years  in  Newspapers,  Magazines, 
Journalism  Education.  Zone  5  or  3, 
Reply:  Box  07835,  Editor  &  Publisher. 

FREELANCE 

HOLLYWOOD  IS  MY  BEAT.  Open  to 
assignments  -  daily,  weekly,  monthly. 
Call  (800)  959-9977. 


VETERAN  EDITOR/WRITER  who  has 
held  top  positions  with  leading  trade- 
magazine  publishers  seeks  assign¬ 
ments.  Strong  in  business/marketing, 
politics,  history,  current  affairs.  Dan 
Harrison,  (914)762-2479. 


!!  a  Classified  Secret- IVe  7/  never  reveal  the  identity  of  an  E&P 
jx  holder.  If  you  don't  want  your  reply  to  go  to  certain  newspapers  (or 
mpanies),  seal  your  reply  in  an  envelope  addressed  to  the  E&P  Classified 
Ivertising  Department  with  an  attached  note  listing  the  newspapers  or 
mpanies  you  do  not  want  the  reply  to  reach.  If  the  Box  Number  you're 
swering  is  on  your  list,  we'll  discard  your  reply. 


No.  of  Insertions: 


Amount  Enclosed:  $_ 


Editon 

PUBLISHER 


11  West  19th  street,  NY.  NY  icon.  212)676-4380.  FAX  (212)  929-1259. 
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A  Few  Tips  On  How  To 
Do  Well  In  Writing  Contests 


As  A  JOURNALISM  profisssor,  I 
am  sometimes  asked  to 
judge  contests. 

I’ve  judged  in  contests 
involving  major  newspapers 
and  consumer  magazines,  religious  maga¬ 
zines,  trade  magazines,  and  high  school 
newspapers.  I’ve  also  coordinated  the 
Nixon  Newspapers’  National  Journalism 
Writing  Award  competition  for  the  past 
four  years. 

While  this  doesn’t  involve  choosing  the 
winner,  it  does  involve 
reading  the  entries  and 
helping  to  choose  the  13 
finalists  wdiose  articles  are 
sent  to  the  three  judges. 

Almost  all  (rf  the  win- 
ners  I’ve  seen  displayed 
some  common  qualities 
in  addition  to  the  true- 
honored  tediniques  of 
good  writing.  While  each 
was  original  in  its  own  way,  these  com¬ 
mon  characteristics  helped  these  winners 
stand  out  fiom  among  hundreds  of  com¬ 
peting  entries. 

On  the  basis  of  these  observations,  I 
make  these  suggestions  to  writers  and 
reporters  about  choosing  an  article,  or  in 
writing  an  article,  that  has  the  potential  to 
win  a  contest. 

First,  if  the  contest  has  no  length  restric¬ 
tions,  choose  the  mediumJength  article 
over  the  longer  or  shorter  one. 

The  medium-length  article  (2,00(ko- 
3,000  words)  doesn’t  ovennhelm  the 
judge  who  doesn’t  want  to  spend  half  an 
hour  reading  a  10,000  word  article. 

One  of  the  criteria  I  use  in  choosing 
winners  is  whether  an  article  keeps  me 
eng^ed  in  reading  it  to  the  end.  If  it  bores 
or  confuses  me,  I  often  quit  before  reading 
the  whole  thing.  Too  short  of  an  article 
makes  me  think  there  wasn’t  as  much 
woik  or  research  involved  as  in  the  other 
entries.  So  choose  the  happy  medium. 

Second,  and  I  risk  misunderstanding  in 
saying  this,  choose  the  story  with  the  posi¬ 
tive  ending  over  the  one  with  the  negative 

Sumner  is  associate  professor  of 
journalism  and  head  of  the 
magazine  program  at  Ball  State 
University,  Muncie,  Ind. 
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ending.  Positive  doesn’t  necessarily  mean 
happy.  Even  if  it  has  a  sad  ending,  the 
story  should  have  a  positive  meaning  in  it. 

More  than  half  of  the  125  newspaper 
and  magazine  articles  I  read  for  one  con¬ 
test  reported  on  crimes,  murders,  deadly 
diseases,  wars,  or  natural  disasters.  For  most 
of  them,  the  disaster  was  the  end  of  it,  and 
the  articles  left  me  feeling  depressed.  I  am 
more  likely  to  choose  an  article  that  leaves 
me  feeling  that  the  worid  isn’t  such  a  bad 
place  to  live  after  all. 

A  good  example  of  a 
sad  ending  with  a  posi- 
five  meaning  was  “Love 
Story”  by  Judith  Valente 
of  the  Wall  Street  Journal, 
which  won  the  Nixtxi 
writing  award  in  1993-  It 
ended  wdth  a  35-year-old 
man  dying  of  AIDS,  but 
the  positive  meaning 
came  in  the  close  rela¬ 
tionship  between  him  and  his  fether  that 
developed  in  the  last  year  of  his  life. 

Third,  make  sure  your  article  has  a  clear 
central  theme  that  you  follow  throughout 
the  article.  By  that,  I  mean  you  should  be 
able  to  sa)’;  “This  article  is  about ...”  and 
finish  the  description  in  one  sentence.  As 
a  writing  teacher,  I  call  this  the  “one-sen¬ 
tence  rule.” 

Remember  that  the  real  lead  of  your 
artide  is  what  your  reader  says  when  his 
spouse  asks,  “What’s  that  artide  about?” 
While  I’m  not  sure  why  this  rule  is  so 
important,  those  artides  with  a  dear,  sim¬ 
ple  theme  really  do  stand  out.  It’s  sort  of 
like  driving.  When  you’re  sure  of  where 
you’re  going,  you  can  take  time  to  look  at 
the  scenery  and  enjoy  the  sights  along  the 
way.  And  when  the  reader  kiK)ws  where  an 
artide  is  going,  the  reader  can  enjoy  the 
style,  technique,  and  details  of  the  writing. 

Fourth,  try  to  introduce  an  element  of 
uncertainty  or  suspense  at  the  beginning. 
Make  the  reader  wonder  how  the  artide 
is  going  to  turn  out.  You  do  this  by  intro¬ 
ducing  an  unsolved  problem  or  putting 
the  central  charader  into  a  complicating 
situafion.Too  many  nonfiction  artides 
have  predictable  content  and  predictable 
endings.  If  the  reader  can  figure  out  what’s 
going  to  happen,  then  why  bother  to  read 
the  artide? 


The  artides  that  keep  me  reading  all 
the  way  to  the  end  make  me  wonder 
^diat’s  going  to  happen. 

fifth,  look  for  a  story  with  a  theme  that 
goes  “against  the  grain”  or  contradicts  con¬ 
ventional  wisdom.This  is  probably  the 
hardest  to  do. 

You’ve  heard  the  term  “pack  journal¬ 
ism.”  We  do  tend  to  set  the  agenda  for  one 
another.  Sometimes  I  feel  I  can’t  stand  to 
read  one  more  artide  about  sexual  abuse 
or  harassment,  as  necessary  as  those  sto¬ 
ries  are  in  arousing  public  awareness. 

But  if  you  write  a  story  about  a  man’s 
harassment  by  a  woman,  then  I  am  likel>' 
to  read  it  simply  because  it’s  different. 

Ron  Suskind’s  1995  Pulitzer  Prize-wirt 
ning  feature  artide  was,  in  feet,  titled, 
“Against  the  Grain.”  His  story’  described 
how  a  student  in  an  imier<ity  high  school 
fought  against  peer  pressure  and 
ostracism  to  win  academic  honors  and  a 
college  scholarship.  Most  stories  about 
inner  dty  schools  tell  the  readers  how  dis¬ 
mal  and  hopeless  the  situation  is,  but  this 
one  lit  a  candle  in  the  darkness. 

Sixth,  follow  all  of  the  contest’s  rules. 
This  seems  simple,  but  you  would  be  sur¬ 
prised  at  the  number  of  people  who  don’t. 

One  of  the  rules  of  the  Nixon  writing 
contest  is  that  all  entries  must  be  cut  and 
mounted  on  8.5"  x  1 1"  paper.The  reason 
is  because  we  make  photocopies  for  the 
judges  and  any  other  size  makes  photo¬ 
copying  difficult  and  time-consuming. 
Entries  not  meeting  that  requirement  are 
returned. 

Never  assume  that  your  entry  is  “close 
enough”  to  the  requirements  that  the 
juries  will  make  an  exception  for  you. 
They  won’t. 

finally,  remember  that  sometimes  it’s 
just  the  luck  of  the  draw.  I’ve  had  enough 
experience  with  contests,  as  a  judge  and  a 
participant,  to  know  that  one  jute’s  poi¬ 
son  is  another’s  honey.  Decisions  depend 
on  individual  values  and  idiosyncrasies  feu- 
more  often  than  most  of  us  admit. 

When  I  was  a  newspaper  editor,  I  recall 
how  much  contests  motivated  me  to  do 
my  best.  Eadi  time  I  entered  one  and  didn’t 
win.  I  resolved  to  try  harder  next  time. 
They  made  me  a  better  writer  and  editor. 
Like  love,  I  learned  that  it’s  better  to  have 
tried  and  lost  than  never  to  have  tried  at  all. 
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MARKET  GUIDE  TODAY! 


Exclusive  Market  Ranking  Tables 
U.S.  Newspaper  Markets 
Canadian  Newspaper  Markets 
Comprehensive  Maps  .  ■ 

Exclusive  Population,  Income,  Households  and  Farm 
Products  Tables 

'  Exclusive  Retail  Sales  Census  and  Estimates 
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O  Includes  data  for  all  1,694  daily  newspaper  market  cities  in  the  U.S. 
and  Canada,  all  3,141  counties  in  the  U.S. 

O  The  latest  census  figures  and  exclusive  1996  E&P  projections  for  demo¬ 
graphics  and  retail  sales.  '  . 

O  Quantitative  and  Qualitative  data.  r  • 

Relijible  Forecasts  Give  You  The  Edge! 

The  E&P  Market  Guide  forecasts  demographic  composition  and  retail 
sales  with  proven  accuracy.  The  forecasting  model  developed  by  Editor 
&  Publisher  is  based  on  an  array  of  economic  indicators  provided  by  the 
Department  of  Comrnerce,  the  Bureau  of  Economic  Analysis,  state  data 
centers  and  chambers  of  commerce.  Our  econometric  model  uses  91 
variables  to  project  the  year’s  retail  sales,  incomfe  levels  and  demo¬ 
graphic  composition  of  the  United  States.  The  accuracy  of  forecasting 
in  past  years  has  shown  that  projections  do  not  deviate  more  than  3 
percentage  points  of  the  actual  figures! 
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ORDER  TODAY 

Only  $100.  (Also  available  on  CD-ROM  for  $395.  }  To 
order  look  foi-  the  convenient  ordei'  card  bound  in  thi.s 
issue  of  Editor  &  Publisher.  Or  call  (212)  675-4380. 
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Community 
spirit 


The  Untold  Story 


People  in  communities  throughout  Western 
Massachusetts  are  working  together  to  make  their 
neighborhoods  better  places  to  live.  At  the  Union- 
News  and  Sunday  Republican,  it’s  front  page 
news. 

In  a  series  we  call  "Community  Spirit,”  we’re 
telling  the  stories  of  ordinary  people  who  are 
doing  extraordinary  things.  The  residents  who 
pushed  out  drug  dealers  and  revitalized  a 
neighborhood  park,  the  town  that  buih  a  public 


library,  and  the  Hispanic  church  that  mobilized  to 
fight  gang  violence  are  just  a  few  examples. 

We’ve  received  an  outpouring  of  letters,  phone 
calls  and  e-mail  from  readers  about  people  who 
are  making  a  difference  in  their  communities.  The 
response  to  the  series  has  been  far  greater  than 
we  ever  imagined. 

We’re  proud  to  report  that  "Community  Spirit” 
is  indeed  alive  and  well  in  Western  Massachusetts 
and  its  good  news. 
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